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PURTASLE FIRE MIXER. Exclusive break back teature. 
Reduces labor cost. Motor drive only. Gas or Coke furnace. 





OVAL TYPE MARSHMALLOW BEATER. 100% sanitary. 


Sizes 12, 17 and 20 gallon capacity. 


More beating space for volume. Faster heat discharge. 
Quick cooling. 150 and 200 pound sizes. Belt or motor drive. 





—— 


TILTING MIXER. Adaptable for caramel, nougat and coco- 
Double action agitator. Belt drive or motor 


nut batches. 


drive. 


Sizes 25, 35 and 50 gallon. 





MAKING WHAT YOU 
HAVE LAST LONGER 


Your machinery must LAST LONGER today. So 
choose maintenance equipment carefully—for its ability to 
help you do a better job. 


We have acquired a large stockpile of parts for replace- 
ment that will assist in maintaining your equipment for 
the duration. 


Our 87 years of experience with every conceivable type 
and design gives us top rank in ability to help maintain 
your plant in first-class operating efficiency. 


SAVAGE SERVICE 


Our representatives have been scheduled to check your 
requirements and to estimate on replacement and repair 
costs. Our shop is manned by a crew of expert workmen 
whose experience with, and knowledge of, every type of 
confectionery machine is entirely at your service. When 
they handle your repair job you know it will be done right. 
And it will be done fast, with a minimum of time out for 
delivery, and with a skill and thoroughness that assures 
you of years of additional service. 


PRIORITY SITUATION 


Certainly we can make delivery Not every order can 
be filled, of course; but if you are in direct War Work, you 
will have the necessary priority to obtain new or used 
SAVAGE Equipment. Get in touch with us. 


SAVAGE Machinery is turning out “pogie bait” for our 
Fighting Forces, energy-giving between-meal candy snacks 
for War Workers, and morale-building sweets for civilian 
candy eaters. SAVAGE Machines are truly “triple- 
barreled.” 


There is hardly a plant in the Industry which does not have some piece of Since 1855 


SAVAGE machinery or equipment in it, giving faithful and efficient service, 
day for day, and year for year. Almost a century of service to manufacturing 
confectioners has made the name SAVAGE synonymous with candy ma- 


chine quality. 










SAVAGE BROS. CO. 


2638 GLADYS AVE.. 


CHICAGO, ILLINOIS 































Maple flavors are as numerous as trees in a maple grove, but 


MAPLE CONCRETE IMITATION MM &R is a stand-out for three 





important reasons: 
1. Its fidelity of flavor is remarkable. 
2. It is non-alcoholic and flavors and colors simultaneously. 


3. It is amazingly economical because of its tremendous 
concentration of rich maple flavor (1 oz. will 


flavor and color 40 lbs.) 


A testing sample of this skillfully blended maple flavor will prove 
the great versatility of this product, and how noticeable flavoring 


economies can be effected through its use. 


Masnus, Magee s Hevnano,ine. 


PQUALITY ESSENTIAL OILS; BALSAMS, AROMATIC CHEMICALS, BASIC.PERFUMES, FLAVORING MATERIALS .: . SINCE1895) 
16 DESBROSSES STREET, NEW YORK CITY * 221 NORTH LASALLE STREET, CHICAGO 


WEST COAST REPRESENTATIVES — SAN FRANCISCO: BRAUN, KNECHT, HEIMANN CO. @ LOS ANGELES: BRAUN CORP. 
SEATTLE, PORTLAND, SPOKANE: VAN WATERS & ROGERS @ CANADA: RICHARDSON AGENCIES, LTD., TORONTO 
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“YW E HAVE frequently called attention to our 


organization’s ample laboratory facilities and vast 
experience, and in a general way have suggested 
what these advantages mean to our customers. Quite 
by chance, opportunity was afforded us recently on a 
photographic tour of our Clifton factory to find an ex- 
ample that perfectly illustrates our point. There, set 
up in our Analytical Laboratory, was an imposing 
apparatus consisting of heating unit, various and 
sundry glass and rubber tubes and a large flask con- 
taining a bubbling amber fluid. Inquiry revealed 
that here, in preparation for large batch manufacture, 
was an important catalyst formerly supplied only 
from abroad, but now, through experience and tech- 


W4 ; , 


eh ee | | 


sa a acta wis Weise — 
> Bon 








Above: Part of the Analytical 


Clifton plant. 


Laboratory, 





Left: Preparing a catalyst for large batch 
manufacture to replace similar product formerly 
imported from Europe. 


nical knowledge of the processes involved, we were 
making that catalyst here—and solely for our own use. 
The action of this catalytic agent in accelerating the 
manufacturing processes of certain of our products is 
but one, simple example of how experience, accumu- 
lated over the years, is helping us to keep our loyal 
customers supplied with flavors, chemicals and essen- 
tial oils that are consistently better, more uniform and 
in the long run, far less costly to use. 


FRITZSCHE BROTHERS, Inc. 


PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW 
BRANCH STOCKS 
LOS ANGELES ST. LOUIS TORONTO, CANADA 
currresn, ” ’ ane Sstretans twaet 
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Uncle Sam has become our biggest customer! 
In fact, the largest single customer we have ever had. 
So great has become this demand that we have been 
forced to curtail civilian distribution of our products. 
We know you want it that way. When victory is won 
our entire output will once more be at the command of 


our loyal old customers and the new ones we have been 


unable to supply. 





REMEMBER 


BACK THE 
ATTACK with 
WAR BONDS 

NOW! 
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Candy quickly translates itself into action. Mod- 
ern nutritionists call it ‘ta muscle food.” Its carbo- 
hydrate is “tas important to the human body as coal 
or oil to the furnace.’? No wonder the government 
rations for our fighting men include candy as a 
dietary necessity! 

H. KOHNSTAMM COLORS and FLAVORS have 
contributed much to the popularity of many fam- 
ous candies. We are glad that our products and 
friendly service have earned the full confidence of 
leading confectioners everywhere. 

Whatever your color or flavor requirements may 
be, the House of H. Kohnstamm offers you every 
assistance. And nearly a century of experience backs 
the offer. 


ESTABLISHED 
1851 


& COMPANY. Inc. 
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To. Improve The Flavor of Your Candies awe | 
Use More 


TRUE FRUIT EXTRACTS 
PURE FRUIT PUREES 


Use the present tremendous demand for good candy to increase prestige for your brand with better 
Fruit Flavored Candies 


Fruit Purees True Fruit Extracts 


Conc. Raspberry Puree True Extract of Raspberry 
Conc. Strawberry Puree True Extract of Strawberry 
Conc. Cherry Puree True Extract of Cherry 
Conc. Grape Puree True Extract of Grape 
Conc. Apricot Puree True Extract of Apricot 


Blanke Baer Ext. & Pres. Co. 


_ ST. Lous 9, satel 


The Original! 


LATINI CHOCOLATE DECORATOR 














Stringing, roughing and decorating of machine- 
coated chocolates has been made a routine pro- 
duction job with the LATINI DECORATOR. 
Plants which received delivery on their orders 
before the war halted production are now reaping 
the benefits from its direct contribution to 
manpower conservation. 


Victory First 


Protection 
For the duration, all of our equip- For Your 


: ° It has been claimed the LATINI 
ment and effort is being engaged for DECORATOR infringes upon another 
vital war work. However, we can sell decorating machine. 

’ : . : The U. S. Patent Office has allowed 

you a Decorator if you have high lets’ protecting the LATINI DEC. 

ioritv ; ORATOR, but pending allowance o 

enough priority rating. further claims, actual issuance of the 
patent has been withheld. 


CHOCOLATE SPRAYING COMPANY 


2027 W. Grand Ave. CHICAGO, ILLINOIS 
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LONG'S FLAVORS AND COLORS . €@% LONG'S ELAVOR A . . . LONG'S FLAVORS AND 
LONG'S : om \ ' . . . LONG'S FLAV 


COLORS . . . LONG'S Gi ~ COLORS . .. LONG'S 


AND COLORS ¢ Imitation AND COLORS 


U4» 


FLAVORS AND COLORS¥ . FLA V 0 RS MR LAVORS AND COLO! 


one's FAs so U. 5. Cerf. Food Colors “Wy. svors ano 
JAMES B. LONG & (O., INC. 


LONG'S FLAVOR 818 N. Franklin St. 415 Greenwich St. . . LONG'S FLAV 
CHICAGO, ILL. NEW YORK,N.Y. 


COLORS . . . LONG'S FLAVS . . . . LONG'S 


AND COLORS . . . LONG'S FLAVORS A y ’ ¥AVORS AND COLORS 


FLAVORS AND COLORS ... ; : . « LONG'S FLAVORS AND 


Quality Still the Same! 


Government restrictions upon the Chocolate industry will 
necessarily limit production. We will however maintain our 
policy to make Merckens Chocolate Coating and Cocoa the best! 


Taking care of our customer’s needs will be our earnest 
endeavour although full cooperation with our government may 
prevent supplying every requirement. 


MERCKENS CHOCOLATE CO., Inc. 


Buffalo, New York 


BRANCHES AND WAREHOUSE STOCKS IN ERCKEN 
BOSTON, NEW YORK, CHICAGO, LOS ANGELES hn, 


CHOcoLaTE 
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The PURE 
VEGETABLE COLLOID 


Made Entirely From 
AMERICAN RAW MATERIALS 


Banishes 


MATERIAL SHORTAGE 
WORRIES 


Assures 


TOP-FLIGHT CANDY QUALITY 


Angermeier’s Veg-A-Loid has been thoroughly time tested on a 


wide variety of candy items. It is being used extensively in 
America’s foremost candy factories. Because of its ease in working 
and the outstanding characteristics of taste and quality which it 
imparts, Veg-A-Loid’s popularity with candy manufacturers is 


now nation-wide. 


Veg-A-Leid is not a substitute but a new, moderately priced, 


permanent and superior jelly colloid. 


PROMPT DELIVERIES. Write us your requirements. Tell us 
your problems. Ask for Recipe M and a sample for a trial batch. 


Our Laboratory and Service Department are at your disposal. 


T. H. ANGERMEIER & CO. 
Manufacturing Specialists to 
The Food Industry 


245 SEVENTH AVENUE 
NEW YORK, N. Y. 
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\ Imitation Rum Flavor P&S 


(West Indies Type) 


An entirely new, full-bodied, tangy flavor... 


Candies flavored with it will make new 
friends for you! Requires no Citric Acid! 
Send for sample today! 


POLAK & SCHWARZ, Inc. 
667 Washington Street 


NEW YORK 14, N. Y. 
TELEPHONE {2 & S§ CHELSEA 2.6525 














Confectioners Starches 


Confectioners Crystal Three Star Corn Syrup 
Cerelose, pure DEXTROSE sugar 


CORN PRODUCTS SALES COMPANY ~~ 17 BATTERY PLACE, N. Y. C. 
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CALIFORNIA SENDS YOU 


The World's Finest 
Orange Oil 





OVER THE YEARS you save 
money and get better flavor 
that lasts longer when you 





use... EXCHANGE OIL OF 
ORANGE, 


Ask our Jobbers for Samples 
DODGE & OLCOTT COMPANY 


180 Varick Street, New York, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York, N. Y. 
Distributors for: CALIFORNIA FRUIT GROWERS 
EXCHANGE PRODUCTS DEPT., ONTARIO, CALIF. 


~ Producing Plant: 
SNe Exchange Orange Products Co., Ontario, California 
a 


Copyright 1943, California Fruit Growers Exchange, Products Dept 
_ aA? 
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BACK 7he ATTACK 
withWAR BONDS 


WAR LOAN 


Reproduction of 3rd War Loan Poster displayed in the New York Area, 
sponsored in part by National Equipment Company 


When Hirohito and Hitler have joined Mussolini in defeat 


WILL YOU BE READY WITH 
YOUR POST-WAR PLANS 


National Engineers have for many months concentrated on Peacetime Plans, 
and are ready RIGHT NOW to work with you on your Post-War require- 
ments. You should start to plan NOW, how best to take advantage of the 
revolutionary developments in new confectionery machinery which will be 
made available to you when Victory comes. None of us can place our finger 
on the exact day when this will happen, but the end is forseeable and stands 
out clearer on the horizon today than ever before. 


American Business realizes this and looks upon the balance of this year and next as a 
period of transition, and is specifically planning a gradual shifting process. 


When Victory comes and new candy machinery can be built NATIONAL WILL 
BUILD THE BEST! The demand for this new equipment will naturally be very 
heavy ... Another reason why you should do your Post-War planning NOW. 


Our factory is now entirely engaged in War Time production of Airplane and Munition 
Parts for the Air Forces of the United Nations, excepting only for the manufacture of 
repair and maintenance parts for the 26,000 National Equipment Machines now in use. 


The great store of knowledge and experience accumulated during this War 
will be used to bring to YOU, modern Streamlined National Equipment ma- 
chines operating with an efficiency, durability, and economy never before ex- 
perienced in the confectionery industry! All the latest developments and im- 
provements in modern design are being studied and incorporated in the new 
National Machines. 


Our Engineering Planning Board is at your service. We invite you to consult with 
them now concerning your Peacetime plans for new machinery ... and for the proper 
maintenance of your present equipment. We are ready for rapid conversion! 


When you BACK THE ATTACK with WAR BONDS during this 3rd WAR LOAN 
drive .. . BACK YOUR POST-WAR PLANNING with NATIONAL EQUIPMENT! 


=, -= > ~~" 
See J 
= 


— 
a _ 
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NATIONAL EQUIPMENT COMPANY 


153-157 CROSBY STREET, NEW YORK 12, N. Y. 


* * * * * 
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By GEORGIA LEFFINGWELL, Ph.D. 
and MILTON A. LESSER, B.Sc. 





Despite Its Use in Explosives There are 
New Uses of Glycerine in Contectionery 






This article on glycerine was prepared exclusively 
for The Manufacturing Confectioner magazine. The 
reference herein to the use of glycerine in ice cream 
will be of interest to manufacturing retailers, who 
devote part of their production to ice cream. Miss 
Leffingwell and Mr. Lesser prepared an article on this 
subject in December, 1938 issue of The Manufactur- 
ing Confectioner. This article brings us up to date. 














HE needs of the armed forces for many items—and 

candy looms large among these requisites—has cur- 
tailed the supplies of many confectionery raw materials 
and essential ingredients. Although government statistics, 
(1) See Bibliography at end of article, show that many 
tons of glycerine went into candy manufacture during 
1941, because of its very versatility and wide usefulness; 
glycerine is one of these curtailed ingredients. 

Nonetheless, this does not mean that progressive candy 
manufacturers are not interested in keeping abreast of 
new developments that may be useful both to meet pres- 
ent emergencies and future demands for improved 
products. Only those who take note of such new de- 
velopments in the technical and patent fields will be 
equipped to cope with the increased requisites that are 
bound to come with victory. 

As in the past, glycerine has much to offer to the 
confectionery field. In many ways it can help to im- 
prove or facilitate industrial processes or create better 
products. Indeed some of the newer developments in- 
volving the use of this unique fluid may help not only 
to solve old problems but to create new products as 
well—products such as synthetic chewing gum bases 
that will free the industry of dependence upon foreign 
sources. 

Valued for its use as a solvent, hygroscopic agent to 
maintain essential moisture and as a preservative, the 
wholesomeness of glycerine as a food constituent is be- 
yond question. This is a fact established not only by 
decades of use, but also by extensive medical research. 
(2,3) One of the few additions to this type permitted by 
the government for food and flavoring use, (4) glycerine 
contributes actual food value and sweetness to all edible 
products of which it is a component. 

It has about the same caloric value as carbohydrate 
(5) and a sweetness rating somewhat higher than that 
of cane sugar. (6) It is not surprising, therefore, that, 
according to a recent estimate based upon 1940-41 fig- 
ures, 9.7 per cent of all glycerine produced during that 
period went into edible products. 


Important in Food Use 


Of course, a large proportion of this glycerine went 
into the manufacture of flavoring materials—one of the 
oldest and still very important fields of glycerine use- 
fulness. (7) Indeed, during 1940 approximately 14,000,- 
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000 pounds of glycerine are said to have been used by 
this food industry alone. (8) It is not surprising, there- 
fore, that as new flavoring products are developed or 
old ones improved, glycerine is often specified as an 
important ingredient. 

Thus, in one quite recent patent (9) it is specified that 
a small proportion of glycerine be added to an aqueous 
extract of coffee and heated to about 70-90° C. for about 
one-half to four hours in order to improve the flavor 
and stability of the product. Of course, glycerine has 
long been a standard ingredient of coffee extracts and 
coffee flavoring compounds, as well as of numerous other 
natural and synthetic flavoring compositions. 

Several examples of glycerine’s use to make artificial 
flavoring ‘compounds are given in Bennett’s Chemical 



















Distillation plant fer the production of glycerine which is a deri- 
vative of animal and vegetable fats and oils. 
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Formulary. (10) A typical example, for making a butter- 
scotch flavor, is illustrative. The flavor concentrate is 
prepared from: 


Ethyl oenanthate 
Ethyl pelargonate 
Butyl butyrate 

Amy] acetate 

Ethyl butyrate 
Butyric acid (100% ) 


A butterscotch flavor prepared with this concentrate 
is as follows: 


Basic concentrate (above) 
Glycerine 
Proof spirit 


Investigation at the research laboratories of the Glycer- 
ine Producers Association has resulted in a new, glycerine- 
corn syrup vehicle and solvent for vanilla that has proven 
to be inexpensive, fluid, stable and free from fermenta- 
tion. (11) A suggested formula, using this superior 
vehicle, for making ten pounds (about one gallon) of an 
excellent imitation vanilla flavor is as follows: 


Corn syrup (43° Be.) 
Glycerine, U.S.P. 95% 
Water 

Vanillin 

Coumarin 

Caramel coloring 


Coloring Adds Appeal 


Color constitutes an important part of the appeal of 
confectionery products. It is, therefore, of pertinent in- 
terest that glycerine likewise enters into the formulation 
of many food coloring compositions—in both the liquid 
and paste forms. (12) Thus in preparing water-soluble 
liquid colors that are to be kept for any length of time, 
Masurovsky (13) advises that 25 per cent of glycerine 
(32 oz. per gallon of water) be added. Four ounces of 
dry color dissolved in the aqueous glycerine vehicle, to 
make a three per cent solution, is considered a standard 
for making such stock coloring fluids. 

If paste food colors are desired, glycerine likewise 
serves in their formulation as is evidenced in the follow- 
ing standard paste food colors: (10) 


Color (F.D.&C., Certified) 
XXXX Sugar (Confectioner’s) . 
Glycerine 3% pt. 
Heat the glycerine to about 145° F. and 
add the color with constant stirring until 
fully dissolved. Then gradually add the 
previously sifted sugar, stirring constantly. 
Continue stirring on low heat until a 
smooth paste is formed. Pour into suitable 
containers while still hot. 


sufficient 


When used in such flavoring and coloring prepara- 
tions, glycerine serves not only as a solvent and pre- 
servative, but its presence also helps to assure smoother 
and more even distribution of these ingredients in the 
preparation of candy and other confectionery products. 
Then, too, glycerine finds wide utilization in candy 
manufacture to retard graining and provide a smoother 
mix. 

For this reason it is widely employed in fondant mak- 
ing and in the treatment of fruits to prevent their dry- 
ing and hardening. (14)The value of glycerine to pre- 
serve the freshness and flavor of coconut, especially 
shredded coconut, has long constituted a standard use 
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for this versatile fluid. Glycerine’s usefulness is not limit- 
ed to this one variety of nut, however, but is extended to 
include other nuts such as Brazil nuts. It is also em- 
ployed in process for removing the adherent skins 
from nuts. (15) 


Used in Jujubes 


Glycerine also has important uses in conjunction 
with other important candy constituents. In conjunction 
with gelatin, for example, glycerine is widely employed 
to make jujubes, pastilles and the like. In addition to 
these basic glycerine-gelatin combinations, glycerine has 
found many other applications in processes for treat- 
ing gelatin to improve flavor and other qualities, a fact 
clearly evidenced in the more recent patent literature. 
Thus, according to one patent, (16) the flavor and other 
desirable properties of gelatin is improved by incorpo- 
rating glycerine in a solution of the gelatin, adjusting 
the solution to pH 3.5 - 4.7 and then drying and grinding 
the treated gelatin. 

Pectin, also a major raw material in the confectionery 
field, is likewise benefitted by the use of the several ad- 


Candy bars that contain glycerine in their makeup. Prevents 
excess moisture or dryness and makes the candy smoother in 
texture. 


vantageous properties inherent in glycerine. Here, too, 
the patent literature offers several interesting and indica- 
tive examples. Thus, according to one patent’s specifica- 
tions, (17) loss of jelly units from pectic raw material 
is prevented by soaking the material in a three to four 
per cent aqueous solution of glycerine and subsequently 
drying the pectin-containing raw material. This process 
also helps to prevent deterioration. 

Although glycerine has a major role as a softening 
agent in the manufacture of chewing gum, there are several 
indications that glycerine may play an ever important 
part in this type of confectionery product—as an ingre- 
dient of the basic raw material. For years and especially 
since the outbreak of war, which has sharply cut the 
supply of chicle and other gums, research men have been 
seeking to manufacture suitable substitutes for these im- 
ported materials. 

The field of synthetic resins, in which glycerine looms 
very prominently, has offered several very promising 
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answers. One such solution given in the patent literature 
(18) advocates the use of a glycerine ester of polymerized 
rosin as a suitable chewing gum base that may be mixed 
with the usual chewing components. Although other 
resins may be used, the glycerine ester is preferred. The 
use of this compound permits definite economies of manu- 
facture by decreasing the amount of chicle required or 
eliminating the chicle entirely. The patent also claims 
that the use of such a base offers such advantages as 
resistance to deterioration, freedom from objectionable 
taste, greater ease of formulation and better retention 
of flavor. 

A typical formula, one of several presented, is illus- 
trative of the way this glycerine ester may be employed 
in a chewing gum formula: 


Hydrogenated cotton seed oil 
Stearic acid 

Crepe rubber 

Gum chicle 390 
Glycerine ester of polymerized rosin....26.3% 


15.8% by wt. 
” ” 

” 

” 


” 


According to another, earlier patent, (19) a quite 
similar composition is suggested as a plasticizer with 
such materials as chicle, gutta jelutong and the like. In 
this instance a glycerine ester of a hydrogenated rosin is 
one of the materials advocated for such usage. 

As in other phases of the confectionery field, glycerine 
enters extensively into the formulation of flavoring and 
coloring compositions used in the manufacture of ice 
cream. (20) However, glycerine finds particular value 
in formulation of ice cream with reduced carbohydrate 
content, such as is required for diabetics and other in- 
dividuals on restricted diets. 


Glycerine Added to Ice Cream 


This problem has had extensive study by Corbett and 
Tracy (21) of the University of Illinois and they have 
developed a series of gylcerine-containing formulas for 
ice cream with reduced carbohydrate content both for 
commercial manufacture and for the home. In their 
early attempts at making such an ice cream they found 
that the absence of sugar resulted in a coarse product 
and caused mechanical difficulties as well. The formula 
was modified by adding glycerine in order to lower the 
freezing point of the mix and to facilitate freezing. 

Although glycerine has a nutritive value approximately 
equal to that of carbohydrate, its use in such ice cream 
cuts considerably the amount of sugar (sucrose) required, 
but helps to yield a very satisfactory product. Thus, the 
addition of 4 per cent of glycerine served to lower the 
freezing point about as much as does 15 per cent su- 
crose. However, in order to further lower the carbo- 
hydrate content two formulas using glycerine were made 
with low-lactose milk solids. However, if low-lactose milk 
is not available, the following formula was recommended: 


22 per cent cream ___. 
4 per cent whole milk 

Whole egg 

Gelatine 

Saccharin 


At the time of freezing, add four pounds of glycerine 
to the above batch to yield 100 pounds. Where the entire 
mix is not to be pasteurized (e.g. when homogenized milk 
and cream are available) mix the egg, gelatine and sac- 
charin with the cold milk products and heat to 150°F. 
Hold at this temperature until the gelatine and egg are 
dissolved, then cool. At time of freezing add the requisite 
quantity of glycerine. If the entire mix is to be pasteu- 
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rized and homogenized, mix the egg, gelatine and sac- 
charine with the milk products, heat to 150°F. for 30 
minutes and homogenize at a total of 1500 pounds of 
pressure and cool. When ready to freeze add the gly- 
cerine. 


Print Calorie Value 

Suitable low carbohydrate flavors may be added to 
heighten appeal and taste. Since such ice creams are 
indicated for special diets, the calorie value should be 
printed on the label. The formula given above provides 
554.4 calories per pint. The permissibility of using sac- 
charin should also be checked with local health authori- 
ties. 

Commercial organizations have also developed gly- 
cerine containing ice-cream formulas for restricted diet 


use. (22) 

The freezing temperature-lowering potentialities of 
glycerine, so widely used in other fields, is not limited, 
in the case of ice cream, to milk foods of such a special 
nature as those given above. This ability of glycerine to 
to depress the freezing point of solutions can be utilized, 
according to one patent, (23) by adding this fluid to milk 
products. Thus, glycerine added to an ice cream mix 
can serve to depress the freezing point to below that 
which would occur were the glycerine not added. Thus 
maintained in its fluid state, but given full protection of 
low temperatures, milk products can be handled and 
stored more easily. 


1. Nemir, A.,S.: “Confectionery Sales Distribution” 1941, 
Washington, U. S. Dept. Commerce. 
2. Johnson, V., Carlson, A.J. & Johnson, A.: Amer. J. 
Physiol. 103:517, 1933. 
3. Holck, H.G.O.: J. Am. Med. Assoc. 109:1517, 1937. 
4. Food and Drug Admin.: “Labeling Flavoring Extracts,” 
Washington, U. S. Dept. Agriculture, Reissued July 1, 1938, p. 6. 
5. Current Comment: J. Am. Med. Assoc. 100:1604, 1933. 
6. Carr, C.J., Beck, F.F. & Krantz, J.C..Jr.: J. Am. Chem. 
Soc. 58:1394, 1936. 
7. Leffingwell, G.: Am. Perf. & Essent. Oil Rev. 42:47, 1941. 
8. Addelston, A.: Food Field Report. Dec. 22, 1941. 
9. Kappenberg, W.: U. S. Pat. 2,204896, June 18, 1940. 
10. Bennett, H.: “Chemical Formulary,” Vol. IV, New 
York, Chemical Publ. Co., 1939, pp. 37-43. 
1l. Lenth, C.W.: Am. Perf. & Essent. Oil Rev. 42:53, (Jan.) 
1941. 
12. Leffingwell, G. & Lesser, M.A.: Am Perf. & Essent. 
Oil Rev. 53:47 (April) 1941. 
13. Masurovsky, B.I.: Food Ind. 11:13, (Jan.) 1939. 
14. Leffingwell, G. & Lesser, M.A.: Manufact. Confect. 18:18 
(Dec.) 1938. 
15. Leffingwell, G. & Lesser, M.A.: Food Field Reporter 
9:27, (July 7) 1941. 
16. Stokes, W.E. & Kennedy, M.H.: U. S. Pat. 2,224,167, 
Dec. 10, 1940. 
17. Myers, P.B. & Cowgill, W.W.: U. S. Pat. 2,185,472, 
Jan. 2, 1940. 
18. Borglin, J.N.: U. S. Pat. 2,286,712, June 16, 1942. 
19. Mahle, L.W.: U. S. Pat. 2,260,148, Oct. 21, 1941. 
20. Leffingwell, G. & Lesser, M.A.: Ice Cream Rev., April 
1940, p. 34. 
Corbett, W.J. & Tracy, P.H.: “Formulas for Ice 
Cream with Reduced Carbohydrate Content.” Circ. 498, Univer- 
sity of Illinois, College of Agriculture, 1939, 8 pp. 
22. Anon: Bestovall News Boston, October 1940. 
23. Haskins, R. H. & Haskins, R.H. Jr.: U. S. Pat. 2,168,934, 
Aug. 8, 1939. 


Appoints New Managing Director 

Walter R. Guild who has a long background of 
effective trade association work has been selected by the 
Board of Directors of the New England Manufacturing 
Confectioners Association to serve as Managing Director. 
He will serve also as Manager of the Federat Emergency 
Warehouse Association and as Managing Director of the 
Massachusetts Warehousemen’s Association which has 
shared facilities with the Confectionery group for a 
number of years. 
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Anti-Oxidizing Agents Tested For 


Lemon, Orange Oil Preservation 


By DR. WILLIAM LAKRITZ 


Florasynth Laboratories 


This article is a discussion of the work done 
on the determination of an anti-oxidizing 
agent for expressed citrus oil of lemon and 
orange. Dr. Lakritz believes that these treated 
oils may be stored for longer periods without 
deterioration and that candies flavored with 
the treated oils will hold their flavor. 








T he industry has long been troubled with the problem 
of storing and preserving volatile oils. Adequate fa- 
cilities for storage of lemon and orange oils must exclude 
air and light, both of which cause fairly rapid deteriora- 
tions. Expressed lemon oil loses its color and brown 
viscous masses are precipitated. Expressed orange oil, 
like lemon oil, loses its color, and undergoes similar 
alterations in its physical properties. From a commercial 
and practical point of view, the most notable and im- 
portant change is in the odor and taste of these volatile 
oils, with which change we will deal later. 


Dr. William Lakritz, au- 
thor of the accompany- 
ing article believes that 
an anti-oxidation agent, 
will help preserve 
candy flavored with 
the treated lemon and 
orange oils as well as 
to protect the stored 
oils 


The exact chemistry of orange and lemon oils is quite 
complicated, involving difficulties because of the relative- 
ly close fractioning ranges of its constituents. Moreover, 
it has been shown that even with the most meticulous 
care, there has been decomposition of its numerous vola- 
tile substances. The chemistry of the volatile oil must 
be understood before an exact comprehension of its 
oxidation and resinifications is had. 

The physical properties of the volatile oils in question 
are quite familiar. Fresh lemon oil is a light yellow 
liquid possessing the pleasant odor of fresh lemons and 
a somewhat bitter taste. The specific gravity is some- 
where between .849 and .855 at 25° C. It is perfectly 
soluble in three volumes of 90 per cent alcohol. 
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Orange oil is a yellow to yellowish-brown liquid with 
a characteristic orange odor and somewhat mild taste. 
Its specific gravity is .042 to .846 at 25° C. Upon stand- 
ing, orange oil will precipitate some of its waxy, non- 
volatile substances. It does not form a clear solution 
with two volumes of 90 per cent alcohol because of this 
waxy substance. On rectification, both orange oil and 
lemon oil will yield colorless or almost colorless oils, 
which have specific gravities and stale, burnt, irritating 
odors. 

In selecting an anti-oxidizing agent, several factors 
had to be considered. Primary in importance, the anti- 
oxidizing agent had to be used in minute quantities, not 
only from the practical standpoint, but from considera- 
tions of its action with oil and its toxicity. Obviously, 
materials which have not been tested as to their toxicity 
cannot be employed in the production of the essential oils. 

Exactly what takes place during the oxidation of vola- 
tile oils is not known. The phenomenon is thought to be 
explained as the attacking of the double bonds forming 
some kind of oxide. It is also thought that there is some 
hydrolytic and ketonic alteration, and it is known that 
exposure to heat and light readily catalyzes the reactions. 
Perhaps there is involved action of some physiological 
nature, such as the presence of the oxidizing agent. 

The author postulates the belief that light might aid 
in the breakdown of some of the complex molecular 
structure, thus facilitating further destruction of the 
volatile oil. 

Among the first steps taken after a study of the physical 
properties of the oil, was a series of vacuum distillations 
of the oil with the idea that perhaps some bacterial 
growth might have been left in the oil in the manufactur- 
ing process. These experiments succeeded in yielding 
merely negative results. The acid medium itself is deleter- 
ious to most known bacteria. 


Results Encouraging 


Among the first anti-oxidants was Benzyl Parahydroxi 
Benzoate. This was used in concentration of 1/50, 1/20, 
1/10 of 1%. The results were encouraging, but not en- 
tirely satisfactory. 

Phenol compounds, although toxic, have been known to 
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Essential Oil Used Anti-Oxidant Quantity Length of Time Remarks 





ORANGE OIL (a) 
CAL. EXPRESSED BENZYL PARAC -1 of 1% 


Sample slightly better than 
6 months control sample 





(b) BENZYL PARAC 1/20 of 1% 


6 months Sample better than untreated 
control. Not as good as .1 of 1% 





(c) HYDROQUINONE (HQ) 1/50 of 1% 


months Better than control—color 
darker—odor still persists 





HYDROQUINONE (HQ) 1/20 of 1% 


months Better than C—darker—near 
to first sample—odor better 





(e) HYDROQUINONE (HQ) 1/10 of 1% 


months Very good—better than C&D 
Better color 





(f) HQ & WHEAT GERM OIL _ 1/100 of 1% months Best yet—nearest to first 
of each sample 





LEMON OIL (a) 
CAL. EXPRESSED HYDROQUINONE 1/50 of 1% 


Oil preserved poorly but better 
months than untreated control 





‘(b) HYDROQUINONE 1/20 of 1% 


months Better odor than A and still 
better than control 





(c) HYDROQUINONE 1/10 of 1% 


months Very good preservative— 
odor strong 





1/10 of 1% 
HYDROQUINONE 1/10 of 1% 


HQ Best of all—oil presented 
W.G.O. months nearest to fresh sample 





ORANGE OIL WHEAT GERM OIL 1/20 of 1% 


months Preserved but only fair 





WHEAT GERM OIL 10% 





months Good preservation 








yield good results as anti-oxidants. Hydroquinone, con- 
taining its two readily oxidizable ezygens was used. The 
results were most gratifying. The same concentrations 
that were used with Benzyl Para Hydroxi Benzoate were 
used. Even with as minute concentrations as 1/50 of 
1% excellent results were recorded. Samples which were 
set up on October 28, 1942, still indicate the affect of 
the Hydroquinone. 

The author was also aware of the unusual properties 
of wheat germ oil, which possesses by some rare com- 
bination of its constituents, natural anti-oxodizing agents. 
It is used today in the stabilization of powdered milk 
and other foods essential to the war effort. It is im- 
portant to mention that wheat germ oil has been used to 
preserve oil-soluble vitamins. Wheat germ oil used alone 
as the anti-oxodizing agent produced results which did 
not come up to the results obtained with Hydroquinone. 

However. a mixture of Hydroquinone and wheat germ 
oil yields the best results, for the sample containing this 
mixture has retained its flavor without the change of 
color, and even after seven months of observation the oil 
is well preserved. It is not claimed that this combination 
will preserve the oil indefinitely, for that problem remains 
to be solved. From our observation we claim, that a 
combination of Hydroquinone and wheat germ oil will 
answer the purpose of preservation of volatile oils, much 
better than wheat germ oil alone. Of course, this goes 
not only for storing oils but in the author’s opinion the 
candies flavored with the treated oils will hold their 
flavor much longer. 


Toxicity Is Nullified 


The toxicity of Hydroquinone is nullified by the ex- 
tremely minute concentration that is employed. As 
orange and lemon oils are used extensively in the prepara- 
tion of other products, it has been calculated that with 
the minute amount of Hydroquinone used (.1 of 1%), the 
finished food product, which will incorporate the lemon oil, 
preserved with Hydroquinone, will contain approximately 
one part per twelve million (1:12000000). In this con- 
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centration Hydroquinol is not toxic, as this is the opinion 
of competent pharmacologists and toxicologists. 

We are now engaged in the search for additional anti- 
oxidants. Briefly, our present experiments are centered 
upon the use of other phenol derivatives, such as phenyl 
salicylate and other esters of salicylic acid. The results 
of these experiments are not yet conclusive. 

For a summary of this report, refer to chart above. 


Southeastern Confectioners Ass'n Meet 

Candy manufacturers of the southeastern trading area 
met on Friday, August 27 at the Biltmore Hotel, Atlanta, 
Ga., to hold one of the “most beneficial and representa- 
tive meetings” ever held by members of the confectionery 
industry in the south. Representatives of 22 candy firms 
heard an over-all picture of the raw material situation 
by Philip P. Gott, president, National Confectioners’ As- 
sociation. A report on the proposed peanut allotment 
order was made by Bob McCormack, Bob’s Peanut & 
Candy Co., Albany, Ga., who also served as toastmaster 
at the dinner. Information direct from Washington was 
brought to the meeting by Maurice Waller and Bryce 
Mace, Confectionery Section, FDA. The entire program 
was under the direction of O. F. Sealey, Johnson-Fluker 
Co., Atlanta, and J. A. Schlesinger, Schlesinger Co., Inc., 
acted as host. . 

Confectionery sales in the southeastern territory for the 
first six months of 1943 show a real increase over the 
same period in 1942,” reported Philip P. Gott, president, 
National Confectioners’ Association, Chicago, when he 
spoke before a regional meeting of southeastern candy 
manufacturers at the Biltmore Hotel. “Confection- 
ery sales in the states of Virginia, North and South 
Carolina, and Georgia showed an increase of 27% while 
sales in Kentucky, Tennessee, Alabama, and Mississippi 
increased 40%. Nationwide sales showed an increase of 
only 23%,” stated Mr. Gott. “Peanuts, a leading crop 
of the south, rank as the fourth most important ingredient 
in candy manufacture.” He quoted the recent Depart- 
ment of Commerce survey which shows that of the 77 
ingredients used, peanuts ranked fourth. 
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Fire Safety for Candy Factories 


President Roosevelt has announced a Fire Pre- 
vention Week to be observed October 3 to 9. 
This article written for THE MANUFACTUR- 
ING CONFECTIONER discusses fire prevention. 


By WILLIAM H. EASTON 


Safety Research Institute 





O nce again, Fire Prevention Week, 
which will be observed October 
3 to 9, focuses attention on the prob- 
lem of fire defense. Fire is always 
costly. At this time, when material 
shortages are so serious, a fire is like- 
ly to mean more than the expense of 
replacements and a temporary inter- 
ference with production—it may mean 
going out of business for the duration. 
To minimize the dangers of fire, 
the following rules are suggested. 

1. Do not store large quantities of 
materials or products in a single 
place. 

Thus, a recent fire in a candy fac- 
tory was started by a chance spark 
falling into a pile of 200,000 pounds 
of sugar in burlap bags. The fire 
spread rapidly and burrowed deep 
into the pile, causing sprinkler heads 
above to open and forcing the fire- 
men to use hose streams. As a result 
thousands of dollars worth of sugar 
were destroyed, mostly by water, 
whereas, if the sugar had been stored 
in several separate piles, the loss 
would have been much smaller. 


Prevention Program Needed 


2. Maintain a fire prevention pro- 
gram to eliminate all possible causes 
of fire. 

In such a program, the following 
measures are especially important: 

Prohibit smoking in all areas where 
there are combustible materials, but 
permit it in safe, restricted areas. 

Maintain a high standard of house- 
keeping, removing all combustible 
rubbish and disposing of it in some 
safe manner. 

Inspect electrical and heating equip- 
ment and machinery bearings fre- 
quently, and remedy defects promptly. 

Keep oily materials, which may 
ignite spontaneously, in approved 
metal containers until used or safely 
disposed of. 

3. Provide the right kind of fire- 
extinguishing equipment to protect 
every unavoidable fire hazard in the 
plant. 

Among these hazards are cocoa- 
bean roasters, peanut roasters, candy 
kettles, stoves, chocolate coating ma- 
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chines, and hard candy heaters. 
Proper construction and maintenance 
will do much to reduce the danger 
of fire from these hazards, but they 
cannot completely eliminate it, so that 
protection in the form of fire extin- 
guishers is also required. 

Water, supplied by hose, sprinklers, 
and certain types of portable fire ex- 
tinguishers, is suitable for safeguard- 
ing most of these hazards, but for 
those involving flammable liquids or 
live electrical equipment special types 
of extinguishers, approved for the 
purpose, must be provided. 


Temporary Equipment Available 


Because of shortages due to the 
war, it is difficult for industries with- 
out the highest priorities to obtain 
standard fire-extinguishing equip- 
ment, but what are known as E.A.S. 
(Emergency Alternate Specifications ) 
fire extinguishers of certain types are 
becoming available. These  extin- 


guishers, approved for use during the 
present emergency, can be depended 
upon to perform properly, but, as 
they are made of substitute materials, 
their temporary approval will be with- 
drawn when standard equipment is 
once more generally obtainable. 

4. Prevent dust explosions. 

A special hazard of the confection- 
ery industry is the explosiveness of 
sugar, starch, and cocoa dusts when 
mixed with air. 

It is especially important to pre- 
vent any of these dusts from fill- 
ing the air within an enclosure, as an 
explosion that may be disastrous to 
life and property may result. Good 
housekeeping, the immediate removal 
of accumulations of dust, the careful 
handling of dust-covered equipment, 
and the use of dust-tight machinery 
are all essential safety measures. 

The complete prevention of dust 
explosions within grinding equipment 
is almost impossible, but if the equip- 
ment is properly installed, maintained, 
and provided with proper vents, such 
explosions will usually consist of noth- 
ing but relatively harmless puffs. For 
information on this subject, see “Reg- 
ulations for the Installation of Pulver- 
izing Systems for Sugar and Cocoa,” 
which can be obtained on request 
from the National Board of Fire Un- 
derwriters, New York City. 


Maintain Fire Drills 


5. Train workers to act promptly, 
effectively, and without panic in event 
of fire. 

Three things should be done im- 
mediately when fire breaks out: 

Fight the fire while it is still small, 
to keep both fire and water losses low. 

Turn in a fire alarm, so that no 
time will be lost should the fire get 
out of the control of employee fire 
fighters. 

Lead workers not needed for fire 
fighting to a place of safety. 

To make sure that these things will 
be done in an orderly manner, work- 
ers must be properly organized and 
carefully drilled in their respective 
duties when the emergency occurs. If 
the plant has no fire brigade, Fire 
Prevention Week is a good time to 
organize one. 
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WACEINUCAL LMM RALTURE DIGEST 


By K. E. LANGWILL, Technical Editor 


Relative Taste Potency of Some Basic Food 
Constituents and Their Competitive and 
Compensatory Action 


F. W. Fabian and H. B. Blum, Food Research 
Vol. 8, No. 3, 179-193. (1943) 


Flavor is one of the most important attributes of any 
food produced for human consumption. This work deals 
primarily with three basic flavors—saltiness, sourness and 
sweetness—and their influence on each other. In food, 
the flavor is not dependent upon any one of the basic 
flavors alone. Usually a mixture of two or more are 
present, such as salt and sugar, acid and salt, or acid, 
salt and sugar. It is important, therefore, to know the 
action of one on the other. 


invert sirup and several industrial users have pronounced 
the sirup satisfactory. 


Fortification of Oil, Fat, and Flour 


P. W. Morgal, L. W. Byers and E. J. Miller Ind. 
& Eng. Chem. Vol. 35, No. 7, 794-797 (1943) 


The fortification of foods with vitamins serves as a 
nutritional benefit only in so far as the vitamins have not 
decomposed before the food is consumed. Carotene (pro- 
vitamin A) has been considered for increasing the vitamin 
A value of foods. By an accelerated test the stability of 
crystalline carotene in various oils, both with and without 
added antioxidants, is compared with that of a carotene 
concentrate prepared from alfalfa-leaf meal. In most 





Sugar Determination 
In Starch 
Hydrolyzates 


A. S. Schultz, R. A. 
Fisher, L. Atkin and C. 
N. Frey. Ind. & Eng. 
Chem. Anal. Ed. Vol. 15, 
No. 8, 496-498. (1943) 


On analyzing a number of 
commercial hydrolyzates for 
dextrose and maltose, the bio- 
logical method (yeast fer- 
mentation) and the Sichert 
and Bleyer chemical method 
gave satisfactory results in 
determining dextrose, but 
only the biological method, 
because of its high specifi- 
city, could be relied upon in 
analyzing for maltose. The 
chemical method is unreliable 
for the determination of mal- 





25 YEARS AGO 
“Sugar Supply Of The United States” 


“Sugar consumption in the United States for the five 
years, ending with 1915, amounted annually to 8,000,000,000 
pounds in round numbers. This includes sugar used not 
only in the household as sugar, but also in the manufacture 
of confectionery, preserved fruits, condensed milk, cakes, 
and similar products. This total consumption divided by 
the number of people in the United States gives a yearly 
average of about 84 pounds for each person, or 378 pounds 
for an average family (4.5 persons). Computing in like 
manner, the number of pounds of flour consumed per 
family in one year would amount to about 1,039 pounds, 
while potatoes would amount to about 1,000 pounds. On 
this basis of comparison, taking the country as a whole, 
the average family consumes more than one-third as much 
sugar as potatoes or as flour. In other words, for every 
pound of sugar consumed in one form or other, 2.7 pounds 
of flour and nearly as many pounds of potatoes are con- 
sumed.” Frank Andrews. YEARBOOK OF THE DE- 
PARTMENT OF AGRICULTURE 1917 (Published 1918) 


preparations the alfalfa ca- 
rotene concentrate was the 
more stable. Soybean leci- 
thin improved the stability 
of carotene in soybean flour. 


Nutritive Value of 
Cotton, Peanut, and 
Soy Seeds 


T. F. Zucker and L. 
Zucker Ind. & Eng. 
Chem. Vol. 35, No. 8, 
868-872 (1943) 


Results so far obtained in. 
dicate moderate differences 
in amounts of the three seed 
flours required for producing 
normal growth. Soybean 
flour is superior in protein 
quality, cottonseed flour in 
riboflavin content; assays on 
peanut flour indicate an out- 








tose in the presence of the 
reducing dextrins which oc- 





standing nicotinic acid value. 
As substitutes for both the 








cur in both acid and enzyme- 
hydrolyzed starch products. 


Production of a Bland Sirup from Apples 
M. A. Bradshaw and H. H. Mottern, East- 


ern Regional Research Laboratory, Bureau 
of Agricultural Chemistry and Engineering, 
U. S. Dept. of Agriculture, Report ACE- 
180, 1942. 


A BLAND, very sweet sirup has been developed from 
apple juice. It is light amber in color and possesses no 
distinctive flavor. When evaporated to 75 per cent solids, 
the sirup contains an average of 40 per cent levulose, 
13 per cent dextrose, 14 per cent sucrose and 8 per cent 
non-sugar solids. This combination of sugars is very 
desirable on account of the great sweetening power of 
levulose. The sirup is somewhat similar to commercial 
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protein and the vitamins of 
meat, a mixture of the three flours offers possibilities. 


Sugar Analysis By Alkaline 
Ferricyanide Method 


D. T. Englis and H. C. Becker, Ind. & Eng. Chem. 
Anal. Ed. Vol. 35, No. 4, 262-264 (1943) 


A comparison of results obtained when the reduction 
of alkaline ferricyanide by dextrose and levulose was 
made by direct oxidation of the ferrocyanide with iodine, 
indirect estimation by determination of ferricyanide 
iodometrically, and direct oxidation of ferrocyanide with 
ceric sulfate showed good agreement and indicates that 
the by-products of the primary oxidation of the sugars 
have a negligible effect upon any of the methods used 
to estimate the ferricyanide consumed. 
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THE INDUSTRY'S CANDY CLINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail] market. Other samples 
have been submitted by manufacturers desiring this impartial criticism of their candies, thus avail- 
ing themselves of this valuable service to our subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded candies, together with the practical “pre- 
scriptions” of our clinical expert, are exclusive features of THE MANUFACTURING CONFECTIONER. 


Assorted Bar Goods 


CODE 9A43 


Chocolate Covered Marshmallow 
Bar—no weight given— 
about 2 ozs—6c 
(Purchased in a department store, 
New York, N. Y.) 

Sold in bulk: No wrapper. 
Coating: Dark: Good. 
Center: Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: One of the best chocolate 
covered marshmallow bars that the 
Clinic has examined this year. 


CODE 9B43 
Caramel Peanut Bar—1% ozs.—5c 


(Purchased in a railroad depot, 
Chicago, III.) 
Wrapper: glassine, printed in yellow 
and blue 
Size: Small looking. 
Color: Too dark. 
Texture: Good. 
Taste: Good. 
Remarks: A good eating caramel pea- 
nut bar. Suggest bar be made longer 
and thinner. 


CODE 9C43 


Chocolate Covered Marshmallow 
Bar—1%2 ozs.—5c 
(Purchased in a drug store, 

New York, N. Y.) 

Size: Good. 
Wrapper: Glassine printed in red, 
white and blue. 
Coating: Very cheap tasting. 
Center: Color: Good. 
Texture: Good. 
Taste: Fair. 
Remarks: Coating is not up to the 
standard used on 5c bars, 
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CODE 9D43 


Chocolate Coated Butter Nut Bar— 


2 ozs.—5c 
(Purchased at a news stand, 
Chicago, III.) 

Appearance Of Bar: Good. 

Size: Good. 

Wrapper: Glassine, printed in gold 
and brown. 

Coating: Milk chocolate: Good. 

Center: Caramel and nuts. 

Color: Too dark. 

Texture: Good. 

Taste: Good. 


Remarks: A good eating bar, the best 


of its kind that the Clinic has 
examined this year. , 


CODE 9E43 


Light Coated Marshmallow Bar— 


1%4—Ozs.—5c 
(Purchased at a cigar stand, 
New York, N. Y.) 
Appearance of Bar: Good. 
Wrapper: Glassine printed in yellow, 
brown and red. 
Coating: Light. Very cheap tasting. 
Center: Color: Good. 
Texture: Tough. 
Taste: Bad. 


Remarks: The cheapest coated marsh- 


mallow bar that the Clinic has ex- 
amined in a long time, Coating had 
a bad taste and center was very 
tough. 


CODE 9F43 


Light Coated Molasses Peanut 
Bar—1% ozs.—5c 
(Purchased in a _ drugstore, 

Chicago, IIl.) 
Appearance of Bar: Good. 
Wrapper: Glassine, printed in yel- 


low, red and brown. 
Coating: Good. 
Center: Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: The best bar of its kind that 
the Clinic has examined this year. 


CODE 9G43 


Milk Chocolate Marshmallow Bar 
—1% ozs.—5c 
(Purchased in a cigar store, 
San Francisco, Calif.) 

Appearance of Bar: Good. 
Size: Good. 
Wrapper: Glassine printed in yel- 
low and red. 

Coating: Good for a 5c number. 
Center: Color: Good. 
Texture: Tough. 
Taste: Good. 

Remarks: Suggest formula be checked 
as center is very tough and had a 
thick crust on it. 


CODE 9H43 


Chocolate Marshmallow Bar—no 
weight stated—about 2 ozs. 
—5e 
(Purchased in a stationery store, 
Reading, Pa.) 

Appearance of Bar: Good. 

Wrapper: Glassine, imprinted bag 
used. 

Coating: Dark. Good for a 5c bar. 

Center: Color: Good. 

Texture: Good. 

Taste: Good. 

Remarks: Considerable trouble can be 
expected when the name and address 
of the manufacturer does not appear 
on the wrapper of bag, also in- 
gredients should be printed on bag. 
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CODE 9)43 


Chocolate Covered Marshmallow 
Bar—1% ozs.—5c 
(Purchased in a stationery store, 
Tenafly, N. J.) 

Appearance of Bar: Good. 
Wrapper: Printed cellulose. 
Coating: Dark: Fair. 
Center: Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: A _ good eating marsh- 
mallow bar, but coating is not up to 
the standard use on 5c bars. 


CODE 9K43 


Toasted Coated Peanut Molasses 
Bar—2 ozs.—5c 
(Purchased at a news stand, 

Chicago, III.) 

Appearance of Bar: Good. 
Size: Good. 
Wrapper: Glassine, printed in red, 
white and blue. 
Jacket: Good. 
Center: 

Color: Good. 

Taste: Good. 

Texture: Good. 

Remarks: The best bar of its kind 

that the Clinic has examined this 
year. 


CODE 9143 


Chocolate Covered Marshmallow 
Bar—No weight stated—about 
2 ozs.—8c 
(Purchased in a chain candy store, 
New York, N. Y.) 

Sold in Bulk: 
Size: Good. 
Coating: Dark: Good. 
Center: Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: A good eating chocolate 
marshmallow bar but highly priced 
at 8c. 


CODE 9M43 


Caramel Fudge Peanut Bar—2 ozs. 
—5c 
(Purchased at a news stand, 
(Chicago, III.) 
Appearance of Bar: Good. 
Size: Good. 
Wrapper: Printed cellulose. . 
Center: Good. 
Texture: Good. 
Caramel Jacket: Good. 
Peanuts: Good. 
Color: Good. 
Taste: Good. 
Remarks: A good eating bar, well 
made. 


CODE 5L43 
Chocolate Covered Marshmallow 
Bar—1 oz.—5c 


(Purchased at news stand, 
New York, N. Y.) 
Appearance of Bar: Fair. 
Size: Small. 
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Wrapper: Cellulose, paper seal in- 
inside printed in red. 

Coating: Dark: Fair. 

Color: Good. 
Texture: Good. 
Taste: Fair. 

Center: Color: Good. 
Texture: Tough. 
Taste: See Remarks. 

Remarks: Bar is not up to the stand- 
ard of other marshmallow bars on 
the market. Could not taste any 
flavor, 


CODE 5M48 


Chocolate Covered Nougat Bar:— 
1% ozs.—5c 


(Purchased at news stand, 
New York, N. Y.) 
Appearance of Bar: Good. 
Size: Good. 
Wrapper: White glassine printed in 
red and blue. 
Coating: Dark: Fair. 
Center: 
Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: Coating is not up to stand- 
ard used on other 5c bars. 


CODE 9P43 


Puffed Wheat and Nut Bar— 
1% ozs.—5c 
(Purchased in a 5c and 10c store, 
New York, N. Y.) 

Appearance of Bar: Good. 

Size: Good. 

Wrapper: Glassine, printed in brown 
and yellow. 

Color: Good. 

Texture: See Remarks. 

Taste: Good. 

Remarks: This is the best bar of its 
kind that the Clinic has examined 
in a long time. Suggest candy be 
cooked higher as it had started to 
run from the heat. 


CODE 99043 
Fruit Bar—1 “% ozs.—5c 


(Purchased in a 5c and 10c Store, 
New York, N, Y.) 

Appearance of Bar: See Remarks. 

Size: Small. 

Wrapper: Plain cellulose inside, print- 
ed card. 

Color: Too dark. 

Texture: Good. 

Taste: Fair. 

Remarks: Suggest that wrapping of 
bar be changed, it is the cheapest 
looking 5c bar that the Clinic has 
examined for some time. Suggest a 
printed glassine wrapper in colors. 
Fruit paste had a slightly burnt 
taste. 


CODE 9R43 


Molasses Walnut Bars—About 
142 ozs.—5c 
(Purchased in a Chain Candy Store, 
New York, N. Y.) 
Wrapper: Plain Cellulose. 

















Color: Good. 

Texture: Too soft. 

Taste: Good. 

Remarks: Suggest bar be cooked much 
higher for the summer months. 


CODE 9S43 


Chocolate Covered Fudge Peanut 
Bar—1% ozs.—5c 
(Purchased in Candy Store, New 
York, N. Y.) 

Appearance of Bar: Good. 

Size: Good. 

Wrapper: Glassine, printed in red and 
white. 

Coating: Dark: Fair. 

Center: 
Color: Fair. 
Texture: Fair. Sligthly dry. 
Taste: See Remarks. 

Remarks: Center had a “scrap” taste. 
Coating is not up to standard used 
on good 5c bars. 


CODE 9T43 
Peanut Paste Bar—1 oz.—5c 


(Purchased in a Cigar Store, San 
Francisco, Calif.) 

Appearance of Bar: Good. 

Size: Small. 

Wrapper: Glassine, printed in red and 
green, 

Coating: Light: Good. 

Center: Color: Good. 

Texture: Good. 
Taste: Good. 

Remarks: The best peanut bar of its 
kind that the Clinic has examined 
this year. Peanuts had a good 
roast, which gave the bar a very 
good peanut taste. 


CODE 9U43 


Chocolate Light Nougat Bar— 
1% ozs.—5c 
(Purchased in a Drug Store, 
Chicago, III.) 
Appearance of Bar: Good. 
Size: Good. 
Wrapper: Glassine, printed in _ red, 
white and blue. 
Coating: Light Chocolate: Fair. 
Center: Light Nougat. 
Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: A good eating bar. 


CODE 9V43 


Marshmallow Fudge Bar—About 
1% ozs.—5c 
(Purchased in a Chain Candy Store, 
New York, N. Y.) 
No Wrapper on Bar. 
Coating: Dark. 
Color: Good. 
Gloss: None. 
Taste: Good. . 
Center: Marshmallow: Good. 
Vanilla Fudge: Too hard, 
Remarks: Suggest fudge part of bar 
be checked as it is too hard. 
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POM — T VO 


URN the searchlight of post-war buy- 
ing interest upon your products by 
maintaining that interest now. Be 

ready for the change-over from war pro- 
duction, to regular civilian production and 
sales, by planning your advertising and 
sales appeal now. Be ready for regular con- 
sumer demands as soon as the war is won. 


When that day comes, you'll want to be ready. You’ll want your 
share of the post-war business. The way to get that business is to 
advertise now, maintaining buyer interest in your product. 


The advertisers of today, will be among the selling leaders of to- 
morrow. The cost of advertising in THE CANDY BUYERS’ D#- 
RECTORY is very small per candy buyer covered. A full page ad 
in the DIRECTORY, which is distributed to 9000 large buyers of 
candy, costs you only 1'4c per buyer. There is no other way in 
which you can “sell” so many prospective customers at so small a 
cost, through a medium that is part of the working equipment of 
every large candy buyer. 


When any large buyer of confectionery products wants to make 
a purchase, he wants the information at his finger tips as to what 
products are available and where he can get them. He may know 
a lot of candy lines but he can’t know them all. The DIRECTORY 
keeps him informed. 


Your particular brand of candy may be known in your home area 
but is it known elsewhere? Do buyers all over the country know 
that you make a certain type of candy and try to buy it? 

THE CANDY BUYERS’ DIRECTORY is dedicated to answer- 
ing the above questions and thousands more like them. It is pub- 
lished to give manufacturer and buyers a common meeting ground, 
a medium through which the two can get together. 


The DIRECTORY makes it possible for the candy buyer to know 
who is the producer of quality products, the kind that the public 
knows, likes and buys. 

THE CANDY BUYERS’ DIRECTORY can do an excellent job 
for you because it is not bound in any way by other tasks than to 
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WERTISING IN 


4 see that your sales message is properly 
presented to the men who want to hear it. 
4 It will always give you complete and 

market-wide representation, no matter 
what happens. It works 365 days a year 
i for YOU! Therefore, the DIRECTORY 
does a steady and complete promotion 
job for you, preparing the way for post- 
} war selling. 


i The DIRECTORY will prove to be a 
powerful selling force for you because it 
comes directly to the point with your mes- 
sage. Candy buyers don’t want to play 

| hide-and-seek through the pages of a 
magazine, looking for candy manufac- 
turers when they are ready to buy. They 
want a complete, comprehensive list of 
your products. The DIRECTORY 
will give it to them and is ready 
for instant use! 









No other publication offers you a 
service like this. No other publica- 
tion can offer such a powerful sell- 
ing force as the DIRECTORY with 
its 9000 circulation among chain, 
drug and department stores; Army 
and Navy post exchanges; job- 
bers; syndicates; food distribu- 
tors; large retail buyers; and any- 
one else who is interested in buy- 
ing candy on a large scale. 





THe CANDY BUYERS DIRECTORY 


303 W. 42nd St., New York 18, N. Y. 


400 W. Madison St., Chicago, Ill. 


) POST-WAR 










CODE 9W43 
Nut Fudge Bar—1% ozs.—5c 


(Purchased in a Drug Store, San 
Francisco, Calif.) 


Appearance of Bar: Good. 

Size: Good. 

Wrapper: Plain cellulose, printed 
paper band. 

Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best 5c nut fudge bar 
that the Clinic has examined this 
year. 


CODE 9X43 


Chocolate Covered Caramel 
Walnut Bar—1% ozs.—5c 
(Purchased in a Cigar Store, San 
Francisco, Calif.) 

Appearance of Bar: Good. 

Size: Good. 

Wrapper: White glassine, printed in 
light blue and gold. 

Coating: Light: Good. 

Center: Color: Good. 

Taste: Good. 

Texture: Good. 


Remarks: Best bar of its kind the 
Clinic has examined this year. 


CODE 9Y43 


Molasses Peanut Butter Bar— 
2 ozs.—5c 
(Purchased in a Drug Store, 
Chicago, Illinois) 
Appearance of Bar: Good. 
Size: Good. 
Wrapper: Glassine, printed in yellow 
and red. 
Coating: Milk: Good. 
Center: 
Color: Good. 
Texture: Good. 
Taste: See Remarks. 
Remarks: Suggest less flour be used 
as the bar had a flour taste, 


CODE 9243 


Chocolate Vanilla Fudge Peanut 
Bar—1% ozs.—5c 
(Purchased in a Stand at Lake 
Geneva, Wis.) 

Appearance of Bar: Fair. 

Size: Good. 

Colors: Good. 

Texture: Too hard. 

Taste: Peanuts had a strong taste. 











SUGAR BUYERS & SELLERS 
SKILLED MECHANICS 





A sugar buyer or seller without in- 
formation is like a skilled mechanic 
without tools. Although capable, he is 
unable to do a good job. Balanced 
brokerage service gives a skilled 
buyer or seller the tools to do his 
job well. 





B. W. DYER & COMPANY 


Sugar Economists & Brokers 


120 Wall Street, (5) N. Y., Phone: WH. 4-8800 
Cable: DYEREYD, N. Y. 








a * 
-Leeithin- 
Patent |,781,672 is now void and the use of Lecithin 
in Chocolate is without any Patent restrictions. 


"Due to the shortage of shipping containers we are 
unable to ship in quantities of less than 100 lbs." 


Our price and quality are right. 


J. C. Ferguson Mfg. Works, Inc. 


130-140 Ernest Street 
Providence, R.1., U.S.A. 
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Remarks: Suggest two or three colors 
be used on wrapper. Suggest peanuts 
be salted and this will help to keep 
them fresh. 


CODE 9AA43 


Chocolate Coated Light Nougat 
Bar—2'2 ozs.—5c 
(Purchased at a Candy Store, Spring 
Green, Wis.) 

Appearance of Bar: Good. 

Size: Good. 

Wrapper: Glassine, printed in red, 
white, blue and yellow. 

Coating: Had a very cheap taste. 

Center: Color: Good. 
Texture: Good. 
Taste: Fair. 

Remarks: Suggest center be checked 
as it had an off taste. 


CODE 9BB43 


Chocolate and Vitamin Bar— 
1 oz.—10c 
(Purchased in a Cigar Store, New 
York, N. Y.) 

Appearance of Bar: Good. 

Size: Good. 

Box: Folding box, printed yellow and 
brown. 

Chocolate: 

Color: Good. 
Texture: Good. 
Moulding: Good. 
Taste: Good. 

Remarks: One of the best chocolate 
vitamin bars that the Clinic has ex- 
amined this year. Most of these bars 
have a medicated taste, this bar 
had a good chocolate taste, 


CODE 9CC43 
Caramel Nut Bar—1% ozs.—5c 
(Purchased in a Dept. Store, San 

Francisco, Calif.) 

Appearance of Bar: Fair. 

Size: Good. 

Wrapper: White glassine, printed in 
blue, yellow and brown. 

Coating: Had an off taste. 

Center: Color: Good. 

Texture: Tough. 
Taste: Fair. 

Remarks: Coating should be checked 
up as it had a bad taste. Center is 
too tough and peanuts are not 
roasted enough. 

CODE 9DD43 
Vanilla Fudge Bar—2 ozs.—5c 
(Purchased in a Cigar Store, New 

York, N. Y.) 

Appearance of Bar: Good. 

Size: Good. 

Wrapper: Plain cellulose, seal inside 
printed in gold and brown. 

Color: Good. 

Texture: Hard and dry. 

Taste: Fair. 

Remarks: Bar had a very cheap taste 
—not a good eating fudge bar. 


CODE 9EE43 


Chocolate Covered Light Nougat 
Bar—1'2 ozs.—5c 
(Purchased in a Cigar Store, New 
York, N. Y.) 
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Appearance of Bar: Good. 

Size: Good. 

Wrapper: Glassine, printed in brown, 
gold and pink. 

Coating: Dark: Fair. 

Center: Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: Coating is not up to the 
standard used on good 5c bars. 


CODE 9FF43 
@racker Bar—1 oz.—5c 


(Purchased in a drug store, 
Chicago, III.) 


Appearance of Bar: Good. 

Size: Good. 

Coating: Dark: Fair. 

Crackers: Had stale taste. Nut pieces 
on the outside also had an old taste. 

Remarks: Suggest more coating be 
used on bar and nut pieces be mixed 
with chocolate to retain the flavor. 








For 
QUALITY and ECONOMY 


We recommend our Welded-Edge Ribbons 
All Widths and Colors 
Immediate Deliveries 
Samples and quotations upon request. 








79 Mad'son Ave., New York City 





CODE 9GG43 
Nut Roll Bar—2 ozs.—5c 
(Purchased in a drug store, 
Chicago, III.) 
Appearance of Bar: Good. 

Size: Good. 
Wrapper: Glassine, 
white and blue. 
Coating: Dark: Fair. 

Center: Fudge: Too hard. 
Peanuts: Good. 

Remarks: Suegest center be checked 
as it was entirely too hard and dry. 


printed in red, 


CODE 9HH43 
Vitamin Bar—1% ozs.—10c— 
Solid Chocolate Bar 


(Purchased in a store, Oak Park, III.) 

Appearance of Bar: Good. 

Size: Good. 

Wrapper: Cellulose, 
and blue. 

Coating: Chocolate: Dark. 

Color: Good. 
Finish: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best bar of its kind that 
the Clinic has examined, Most Vita- 
min bars have an odd medicated 
taste. 
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printed in gold 


CODE 9]J43 
Coconut Paste Bar—1% ozs.—5c 


(Purchased in a drug store, 
Chicago, III.) 
Appearance of Bar: Good. 
Size: Good. 
Wrapper: Glassine, printed in silver, 
lavender and yellow. 
Coating: Dark: Fair. 
Center: Color: Too dark. 
Texture: Good. 
Taste: Fair. 
Remarks: Suggest more coconut be 
used as bar lacked the coconut taste. 


CODE 9KK43 
Caramel Peanut Bar—1% ozs.—5c 


(Purchased in a cigar store, 
Chicago, Ill.) 
Appearance of Bar: Good. 
Size: Good. 
Wrapper: Glassine, 
yellow and brown. 
Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: The best bar of its kind that 
the Clinic has examined this year. 


CODE 9LL43 
Caramel Pecan Bar—1 2 ozs.—5c 


(Purchased in a cigar store, 
Chicago, Ill.) 
Appearance of Bar: Good. 
Size: Good. 
Wrapper: Inside wax paper, outside 
glassine printed in yellow and black. 
Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: The best caramel pecan bar 
that the Clinic has examined this 
year, well made and good eating. 


CODE 9MM43 


Chocolate Covered Marshmallow 
& Fig Paste Bar—2 ozs.—5c 
(Purchased at a news stand, 

Chicago, III.) 

Appearance of Bar: Good. 

Size: Good. 

Wrapper: 


printed in blue 


Glassine printed in green 


and orange. 


Today, Eppelsheimer 
& Co. is doing a war 
job. Tomorrow—molds 
for CANDY MAKERS 





34 HUBERT ST. 








NEW YORK 13, NY. 





Vanilla Marshmallow: Good. 

Fig Paste: Good. 

Remarks: One of the best eating bars 
that the Clinic has examined this 
year. 


CODE SNN43 


Chocolate Covered Yeast Bar 
—7/8 oz.—5c 
(Purchased at a news stand, 
Chicago, III.) 

Appearance of Bar: Fair. 

Size: Too small. 

Coating: Fair. 

Center: Color: Good. 

Texture: Fair. 

Remarks: Unless the consumer wants 
this type of bar, it is not a good 
eating candy bar. Suggest a better 
coating be used and center be made 
softer. 


CODE 90043 
Mint Jellies—2 oz.—5c 


(Purchased in a news stand, New 
York, N. Y.) 


<> FLAVORS» DREYER 
31 Concentrated Imitation | 


FOR HARD CANDY 


$1 50 pound 


Izmaaim 


Write for Samples and 
Catalogue C 


PRDREYER INC 


119 WEST [9thST., NEW YORK,NY. 


Appearance of Bar: Good. 

Size: Good. 

Wrapper: White glassine, printed in 
green. 

3 Pieces of Gum in a boat. 

Color: Good. 

Texture: Good. 

Flavor: Good. 

Sugared: Good. 

Remarks: Piece is not a jelly should be 
called gums. Suggest assorted flavors 
be used. 

CODE 9PP43 
Vanilla Caramel and Peanuts— 
1% ozs.—5c 
Manufactured by The Euclid Under- 
writing Corp., Brooklyn, N. Y. 
(Purchased in New York, N, Y.) 

Appearance of Bar: Good. 

Size: Good. 

Wrapper: Glassine, printed in red, blue 
and yellow. 

Color: Good. 

Texture: Good. 

Taste: See Remarks. 

Remarks: Bar did not have a good 
taste. Suggest peanuts have a 
“higher” roast as they tasted raw, 
Leave out corn flakes as they have 
a very poor taste and texture when 
used in soft candy. 
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High Grade 
SX 1) AY 


S. PAT OFF 
Young in years . . . yet the weight of his 


opinion is inestimably important to the suc- 

cess of any confection sold in the U. S. A. 
| These millions of American youngsters rate 
e as the nation’s No. 1 flavor experts. 


For years, Florasynth clients have used our 


NON-ALCOHOLIC flavoring in their best 
lines, and today these NON-ALCOHOLIC 
Available In: properties make them doubly valuable . . 
oubly important. 


CALCINED 99-100% CONCENTRATED 
HYDRATED 83-85% (|* IMITATION CANDY FLAVORS 
| (NON-ALCOHOLIC) 

LIQUID 47% A’ ee A variety of 30 DELICIOUS FLAVORS 


especially designed to resist high tempera- 
tures in the manufacture of hard candy. 



















SOLVAY SALES CORPORATION 
Alkalies and Chemical Products Manufactured by 
The Solvay Process Company 
40 RECTOR STREET NEW YORK 6, N. Y. 
BRANCH SALES OFFICES: 


Boston Cincinnati New Orleans Pittsburgh 
Charlotte Cleveland New York St. Louis 


Chicago Detroit Philadelphia Syracuse 
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“SYNTHETIC FLAVORS 
DUE FOR WIDER USE” 


EXTRACT FROM NEW YORK TIMES, 
x MAY 25, 1943. 


Users of Flavors are recommended to get samples 





and prices of Synthetic Flavors and Synthetic Es- 
sential Oils from STANDARD SYNTHETICS, INC., F 
119 West 25th Street, New York City. ; 


Whatever product you manufacture, STANDARD \'s 
SYNTHETICS, INC. have the correct grade of flavor h 


at a reasonable price. Please inquire for such flavors 
as:— 


Ul 
Synthetic Strawberry, for Ice Creams, Sher- ‘o 
bets, Hard Candy, or Syrups. 
Synthetic Cassia, or Cinnamon, either oil bod 
or powdered—for Candy, Bakery, or 
Chewing Gum. 


Synthetic Anise, for Candy. 
Synthetic Vanilla Extract, highly concen- 
trated, for ice creams. fe 
®, 
bn \ Synthetic Chocolate Flavor, for all pur- 
i poses. ; 
e) Synthetic Oil of Lemon, for Candy. 
Synthetic Oil of Peppermint, for Candy. 









Synthetic Pineapple, a specialty — for all 
i) purposes. 


¥ Also Synthetic Peach - Apricot - Maple - Rasp- 
berry - Grape - Wild Cherry - Kola - etc. ete. 


x When writing, please say what product the Flavor 
H is for, and any Flavor not mentioned above can be 
supplied. 


Standard Synthetics, Inc. 


119 WEST 25th STREET, 
NEW YORK, N. Y. 
Branches in: 


Chicago, Kansas City, Mo., 
San Francisco. 








CONFECTIONERS’ BRIEFS 


Barclay Heads S.S.C.C. 


An Atlanta candy broker, R. S. Barclay, was named 
president of the Southern Salesmen’s Candy Club at its 
June meeting. He succeeds C. H. Hoagland, Jr., of 
Charlotte, N. C. Other new officers elected were: J. 
Reid Green, Atlanta, Ga., first vice-president; A. W. 
Polley, Atlanta, second vice-president; and H. B. Wilhite, 
Atlanta, re-elected secretary-treasurer. 





Bunte Brothers Sponsor Program 


Bunte Brothers pioneer candy manufacturers of 
Chicago, have recently begun an extensive radio adver- 
tising campaign over 20 stations of the National Broad- 
casting Company. The program —WORLD FRONT, 
which runs a half-hour—is of unusual interest in that 
the news observers who appear regularly as well as the 
different guests, discuss the latest development in the news 
covering both the home front and war front and its 
application to the everyday life of each one of us. Regu- 
lars of the show are Gregor Ziemer, who for many years 
was a resident of Berlin and who traveled throughout 
the continent of Europe as special correspondent for 
several American newspapers . . . Mr. Zeimer is thor- 
oughly familiar with the Nazi mind and is well known 
to the American public as the author of “Education for 
Death,” which appeared in condensed form in the 
“Reader's Digest” and later was made into the sensa- 
tional movie, “Hitler's Children.” Arthur Reilly, the 
other regular, has been a Washington correspondent and 
also spent many years in the Consular Service in different 
European countries. He is well acquainted with condi- 
tions on the home front and abroad and applies this 
knowledge in an interesting manner to his observations. 
Howard Chamberlain acts as moderator of the Forum. 
Each Sunday finds a different guest and usually one who 
has just returned from some war-theatre other than that 
part of the world with which the regulars are familiar. 


Clark Chewing Gum On Air 


Clark Chewing Gum Company has taken over sponsor- 
ship of “Where Do We Stand?” on the Blue Network, 
and has increased the lineup of stations for program 
from 109 to the complete Blue. D. L. Clark Company 
has sponsored “Where Do We Stand?” on behalf of its 
candy since Feb. 28, 1943. The program will row be 
used to open new markets for the chewing gum, after 
having “delivered” for the Clark candy products. Pro- 
duction difficulties in the candy industry were involved 
in the decision to build the commercial announcements 
around chewing gum instead of candy. 


Hershey Chocolate Corp. 


Quarter ended June 30; Net income $941,088, after 
federal tax provision of $1,244,539, equal to 91 cents a 
common share, compared with an adjusted net income 
of $1,047,426, or $1.06 a share, in the 1942 quarter 
when taxes were $1,038,285. 


Nine Stations for Sierra Candy: 


Sierra Candy Company, San Francisco, has extended 
its “Songs of Freedom” program, running 15 minutes on 
Sunday mornings over KJBS, San Francisco, to KROY, 
Sacramento; KGDM, Stockton; KDON, Monterey: 
KHSL, Chico; KVCV, Redding, and KIEM, Eureka. 
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FIRST CHOICE 


FOR FINER JELLY CANDIES 
EXCHANGE CITRUS PECTIN 


FIRST CHOICE FOR QUALITY: Jelly candies made with 
EXCHANGE Citrus Pectin are famous for their eating quality 
—freshness, flavor, and brilliant clarity—whether made cast 
or slab, 

Feature them in all your packs and assortments. 


They have a superior quality your customers recognize. 


The boys in our armed forces are eager for those tangy, fruit 
flavored Pectin Candies too. 


FIRST CHOICE FOR PROFITS: excrance Citrus Pectin 
Candy cuts production time—sets and is ready for “sanding” 
in a few hours—packs easily in bulk. With EXCHANGE per- 
fected formulas, you can be sure of a good batch—and 
good profits. 


Confectioners everywhere are featur- 
ing Jelly Candy made with EXCHANGE 
Citrus Pectin. It’s a proven way to step 
up sales and increase profits, Try it! 


CITRUS 
PECTIN 


|Excltatige 











QUALITY PRODUCTS 
AND SERVICE 


ROSS &- ROWE INC. 


75 VARICK STREET WRIGLEY BLDG. 


NEW YORK N.Y. CHICAGO,ILL. 
< SOLE SELLING AGENTS FOR 
AMERICAN LECITHIN. COMPANY 
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CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, California 


189 W. MADISON ST., CHICAGO * 99 HUDSON ST., NEW YORK 
Copyright, 1943, Calif Fruit Products Dep 












MAPLEINE GIVES 
CANDY MAKERS 


RSEmraKelpe 
Ge ca Wartime! 
















HERE'S an old friend to help on those new problems that are 
everybody's headaches now—shortages, restrictions, rising costs. 


FORTIFIES CHOCOLATE. You're making coatings thinner to 
meet government requirements, using less cocoa and chocolate 
in fondants and bar goods. Make what chocolate you do use 
taste more “ chocolaty " by adding Mapleine to dip and fon- 
dant formulas. You can use less chocolate when you boost its 
flavor with Mapleine. 


REPLACES " HARD-TO-GET" ITEMS. Flavor fondants and 
‘ bar goods with Mapleine, stretch your scarce nuts, fruits and 
other flavors. A favorite for almost 40 years. 


A little flavors a lot. Saves you money. Learn more about 
Mapleine. Order from your regular supplier or write Crescent 


HELPS CUT COSTS. Mapleine is economical, concentrated. 
é Manufacturing Company, 659G Dearborn St., Seattle, Wash. 
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IMITATION MAPLE FLAVOR 
The Extra-Aedlpe Flavor xn Wartime 





THE ITV: THAT 


BUILT 


INDUSTRIAL GEAR MFG. co. 
4531 VAN BUREN STREET lei cloves mio Si, felb) 


€ivatrc ACID 
TARTARIC ACID 
CREAM OF TARTAR 





SODIUM CITRATE 


EST. 1849 





Manufacturing Chemists 
CHAS. PFIZER & CO., INC. 
81 MAIDEN LANE, NEW YORK, N. Y. 
444 W. GRAND AVE., CHICAGO, ILL. 





Sete eee AG AD! 


TARTARIC 
CREAM OF TARTAR 


SODIUM CITRATE) 
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“Sweetest Day’ Celebration 


elebration of a “Sweetest Day” in the Fall has been 
C a custom that has proven very effective in promot- 
ing sales of candy in the past in some cities while in 
others, the report says that results haven’t been too effec- 
tive. For instance, Chicago has given up the idea as 
has Philadelphia and Buffalo. 

Reasons offered in those cities run along these lines: 
“It has been impossible to get up any enthusiasm for the 
Day here”; “Confectioners like the extra business brought 
in as a result of the Day, but don’t seem to want to do 
anything to get it”; and “Confectioners here have never 
been able to get together in a concerted effort to put the 
Day over.” 

The theme of the Day in the past has been: “Make 
somebody happy with a friendly word, a kindly nod, or 
even a long forgotten letter.” This year, the theme will 
revolve around the slogan: “Buy War Bonds for Sweetest 
Day and Make Somebody Happy.” 

A few excerpts from letters from other committees 
should prove interesting when they are contrasted with 
the criticisms given above. 

The Cleveland “Sweetest Day” committee says: “For 
the past 22 years, Cleveland has observed the ‘Sweetest 
Day’ on the third Saturday of October, and in 1943, 
although there is a shortage of candy, we shall make an 
even greater effort to keep the ‘Sweetest Day’ foremost 
in the minds of the public. Our ‘Sweetest Day’ has been 
profitable in the past—we are always thinking of ways 
to make it more so, and if everybody buys more WAR 
BONDS, we will be assured of a ‘Sweetest Day’—longer. 

The New York committee says: “Sweetest Day” will be 
celebrated October 16th this year. We do not want to 
lose the cumulative value that has been built up for this 
Day over the years. Over the past years, it has been a 
tough job to secure support for the Day but recent years 
have proven that it is a day to be remembered by the 
candy industry.” 

From Detroit, the following committee report is issued: 
“The Detroit and Cleveland committees intend to spend 
approximately the same amount of money in promotion 
of the Day that has been spent in the past. We all feel 
that this is money well spent. We do not have any large 
amount of candy to sell, but do NOT want to allow the 
observance of the Day to die. The Day has proved very 
profitable, and it is the unanimous opinion of the con- 
fectioners that it should be continued for the future 
benefit that will be obtained.” 

Those are the answers to the criticisms of the Day. 
It takes work to put the Day over and the results are in 
direct ratio to the amount of time, money and effort 
expended. Anything worth having is worth working for. 


SAVE TIME 


| 
... With SPECIAL MACHINES 


Our experienced engineering staff can 
now give your post-war needs the time 
and effort which they deserve. 








Research-Design-Construction-Development. 


F. R. SCHMITT & SON 


31-49 TWELFTH ST.,LONG ISLAND CITY, N. Y. 
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Brach’s Get Army-Navy “E” l 

E. J. Brach & Sons, Chicago candy manufacturers, | 
were awarded the Army-Navy “E” Production Award for | 
high achievement in producing materials needed for war. | 


The ceremony was held at the Brach plant, on Septem- 
ber 13. 


E. J. Flynn Leaves Cook Chocolate 


E. J. Flynn, Vice President and Sales Manager of the 
Cook Chocolate Company, Chicago, has taken an in- | 
definite leave of absence in order to accept a commission | 
with the United States Navy as a lieutenant, junior grade. | 
Lt. Flynn reported for duty at Boston on August 10th. | 





| 
Paul Schubert Clark Guest | 


Maintaining its high calibre of guest commentators, 
“Where Do We Stand?”, broadcast over the BLUE Net- | 
work each Sunday at 5: :00 p-m., EWT, will have Paul | 
Schubert, famed news analyst and authority on naval 
warfare, collaborating with John W. Vandercook on the 
Sunday, August 5, news offering. Clark Candy Com- 
pany is the sponsor of the program, which is heard | 
over 110 stations of the BLUE. 








National Candy Co. 


Quarter ended June 30: Net income $322,352, equal 
to $1.49 a share, against $215,087, or 95 cents a shown, | 
in the year-ago period. Six months ended June 30: Net | 
income $626,034, equal to $2.89 a share, against $586,- 
078, or $2.69 a share, in the first half of 1942. 





Tehel Elected Vice-President 


Of interest to the many friends and business acquaint- 
ances of Mr. Andrew Tehel, is the fact that he was re- | 
cently elected to the position of vice president of the 
Up-to-Date Candy Manufacturing Co., of Bronx, New | 
York. 


Tip With War Stamps 


“To tip with War Stamps is a certain manner in which 
we who travel can aid in the effort to win the war,” says | 
a letter from the Northwest Candy Club, Seattle, Wash. | 
The idea is to use a little printed card, two inches by 
three inches in size, to attach a war stamp to, and leave 
in place of a cash tip. 





Sweets Company Makes Milk Fortifier 


The Sweets Company of America, makers of Tootsie | 
Rolls, has announced the production of a new milk | 
fortifier, Tootsie V-M, according to Bert Rubin, presi- | 
dent. The new product is said to make milk taste like 
Tootsie Rolls. 


William B. Saylor Dead 


Masonic funeral rites were held on July 7, for William 
B. Saylor, vice president of the Miss Saylor Chocolate | 
Co., Inc., who died July 4th at his home in Alameda, 


California. 
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DELIVERY 


We planned and spent years 
building up what we aimed to 
make the finest and most efficient 
delivery and distribution system 
for products of corn. We hope we 
achieved this—confectioners in 
any part of the U.S.A. could get 
prompt delivery from nearby rep- 
resentatives. 

War conditions have prevented 
but not destroyed the P. F. de- 
livery set-up. In years to come, 
we trust that same smooth serv-: 
ice will function again. Our single 
ambition is to win the war and 
regain that kind of service for our 
customers. It will come! 























Use our service depart- 
ments for any of your 
technical problems. 


* - * 


UNIFORM... DEPENDABLE 


Confectioners’ Corn Syr- 
ups, Thin Boiling Starches, 
Moulding Starch 


Brand 


strawberry 


You have a fine selection of straw- 
berry flavors to choose from for hard 
candies in the Schimmel line: 


FORTAROMS—Strawberry natural 
fruit base fortified. An economical 
flavor, 2 oz. per 100 Ibs. in hard candy. 


KALLISTAROMS — Strawberry N2301 
as low evaporation loss. Used 4 to % 
oz. per 100 Ibs. 


IMITATION FRUIT OILS AND 
FLAVOR BASES— Four different straw- 
berry flavors ; highest concentration, use 
1g to % oz. per 100 Ibs. 


Schimmel & Co., Inc. 


601 West 26th Street 
New York 1, N. Y. 
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Use BARRINGTON HALL Instantly Soluble 
COFFEE for flavoring. It’s 100% pure coffee. 
And the crude oils which become rancid and 
stale coffee, and the products they enter, have 
been removed. Write for full particulars. 


BAKER IMPORTING CO. 


NEW YORK 
132 FRONT STREET 


MINNEAPOLIS 
212 N. SECOND ST. 


INSTANTLY PREPARED 


We 












* CLEANING 
TIPS 


for wartime 


How fo Save Time on 
Your Sanitation Work 








confectioners 





You can keep your plant san- 
itary without a lot of hard 
work as so many other candy 
factories are doing by using 
specialized Oakite cleaning 
and germicidal materials. 


You will find they provide 
improved results . . . enable 
you to save time and con- 





serve manual effort. Tell us 
the sanitation job you want 
performed better, faster, 
easier . . . we can help! 


OAKITE PRODUCTS, INC. 
36C Thames Street. New York. N. Y. 
Technical Service Representatives in Principol 
Cities of the United Stotes and Canada 


OAKITE 


Spec talized CLEA | | NG 






CONSISTENTLY DEPENDABLE 
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SUPPLY TRADE NEWS 





Merckens Moves Chicago Offices 


The Merckens Chocolate Company, Inc., has announced 
that their Chicago offices are to be moved from the 
location which they held for so many years on Washing- 
ton Street to 110 South Dearborn Street, Room 1110, 
Chicago 3. The new location is near the Palmer House 
hotel. 





Left to Right: Ray Clizbe, R. N. Rolleston, Ed Holms, George 

Corson. These men were part of the group which attended the 

outing and annual picnic held on the Clinton Company's house- 
boat, “The Idler,” at Clinton Iowa this summer. 








MM & R Appoints Drug Head 


As still another step in a series of expansion moves, 
Magnus, Mabee & Reynard, Inc., has established a sepa- 
rate wholesale drug sales division under the supervision 
of Charles R. Meyers, who resigned as assistant sales 
manager of the W. S. Merrill Co., before assuming his 
new post with M M & R. 


Returns From Trip 


J. L. Hindle, Vice-President of Standard Synthetics, 
Inc., 119 West 25th Street, New York City, Essential Oils 
and Flavor Manufacturers, has just returned from a two 
week’s business trip in Eastern Canada. Mr. Hindle went 
calling on old friends in the trade in Toronto and Mon- 
treal where he found business to be at a high peak of 
activity, not only amongst the Flavor Industries and 
Food Trade, but also amongst the Soap Trade, Biscuit 
Manufacturers and Wholesale Drug Houses. 


“E” Award For Armour Creameries 


The Army-Navy “E” pennant, awarded for excellence 
in production, was unfurled over the Springfield plant 
of the Armour Creameries on August 13. The Springfield 
plant is Armour’s chief production center of dried 
powdered eggs and the award was in recognition both of 
the pioneering done by Armour and Company in the 
drying of eggs in the modern manner and of a tremen- 
dously stepped-up production schedule to supply products 
to the government. Lieutenant Colonel Jesse H. White, 
chief of the meat and dairy section of the Subsistence 
Research Laboratory of the Chicago Quartermaster Depot 
represented the Army and Navy in awarding the pen- 
nant. In his presentation speech he pointed out the 
important place that food plays in the nation’s war effort 
and complimented the Armour employes on their pa- 
triotic devotion to duty and the skill and efficiency which 
they have shown in their work. 
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Cody in Refined Syrups Sales Post 


Refined Syrups & Sugars, Inc., yesterday announced 
the appointment of John P. Cody, well known in sugar 
circles throughout the country, as sales consultant. Mr. 
Cody will assist the company in the development of a 
comprehensive post-war program in order to enable 
Refined Syrups to render maximum service to their 
trade in the future, the announcement said. 


General Foods Adds Kate Smith Program 


Effective Oct. 1, General Foods will return the Kate 
Smith program to a “full hour,” when it will be heard 
at the old time, Fridays from 8 to 8:55 p.m., EWT, over 
the CBS network, with rebroadcast at 12 midnight. As 
in the past, the show will feature well-known stars of 
stage and screen, with two regular members of the Kate 
Smith cast, comedian Henny Youngman and Jack Miller 
and his orchestra. 


Large “Service Roll” 


Commissions in the U. S. Armed Forces apparently 
come naturally to the uniformed men from National 
Starch Products’ New York headquarters. On the roster 
of 22 names, representing the New York office alone, are 
two Captains, seven Lieutenants, four Lieutenants junior 
grade, and five ensigns—a batting average of .818. Na- 
tional’s “service roll” for its entire organization numbers 
111 names. 


“Food of the Gods” 


A bulletin by the Ambrosia Chocolate Company is in 
the process of preparation, with two pages and the 
loose leaf folder having been mailed. The folder is 
printed with a chocolate colored cover backed by and 
trimmed with golden yellow. It will contain the com- 
plete story of cacao at the end of the month by month 
mailing. 


Morganstern of Clinton to New England 


Mr. C. Morganstern, who for the past two and one-half 
years represented the Clinton Company with headquarters 
in Cincinnati, has been appointed manager of the New 
England office of the Clinton Sales Co., Inc., 15R McGrath 
Highway, Somerville, Mass., succeeding Mr. P. S. Bolton 
who resigned. 





NILLIN 


LIGNIN VANILLIN. C. P. 


A Finer Vanillin of Exquisite Aroma. 


A NATURAL SOURCE Vanillin originated 
and manufactured in the United States. 


AROMATIC CHEMICALS AND 
OILS FOR FLAVORING PURPOSES. 


AROMATICS DIVISION 
GENERAL DRUG COMPANY 


644 Pacific St., Brooklyn, N. Y. 


$8 S. Clinton St., Chicago 
1019 Elliott St., W., Windsor, Ont. 





Interior of Factory 
WISCONSIN, U. S. A. 
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TOP Performance! 


Top performance requires unquestioned quality 


plus wide experience. You get all in our 


9 BURRELL Stars 





* CRACK-LESS Glazed Enrober Belting 
* THIN-TEX CRACK-LESS Glazed Belting 


* White Glazed Enrober Belting 
(Double Texture; Single Texture; Aero-Weight) 


* Batch Roller Belts (Patented) 
* Feed Table Belts (Endless) 

* Bottomer Belts (Endless) 

* Carrier or Drag Belts 

* Cherry Dropper Belts 

* Innerwoven Conveyor Belting 


Proven ability to “take it has placed BURRELL Belting 


in practically all Confectionery Plants. Why not yours? 


“BUY PERFORMANCE" 








BU RRELL BELTIN COMPAR) 


413 S. Hermitage Ave., Chicago, IIl. 











Be 

















Another Excellent Item Added to Our Famous 
Nutcorette Line! 


NUTCORETTE PASTE 


Made from Apricot Kernels, Sugar, Honey and Sweet Almonds 





Reports from prominent manufacturing confection- 
ers testify to its merit as a candy center. 


For over half a century Wood & Selick have been 
headquarters for Favorite Brand Products such as 
flavoring extracts, colors, shelled nuts and many 
specialties for the manufacturing confectioner. 


WOOD & SELICK, INC. 


36 Hudson St. New York.13, N. Y. 
445 W. Erie St. Chicago, Ill. 








Ferris-Noeth-Stern Co., Div. Wood & Selick, Inc. 
714 E. Pratt St., Baltimore 2, Md. 
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We've a hunch there’s going to 
be a big demand for Candy 


— when the boys come home 








MODEL DF or rotp) 


Our latest adjustable 
bar wrapping machine 


A real advance over all former bar wrappers, 
the DF makes a smooth, box-like wrap no 
matter how irregular the shape of a bar may 
be. All forming and endfolding of the wrap- 
ping material is done over breaker bars and 
tuckers. 

The DF and our other bar wrappers are 
now wrapping large quantities a co for 
the armed forces and workers in defense 
plants. 
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Army life is giving many a lad a “sweet tooth” . . . The hard 
candy, chocolate bars, fruit bars and gum that form such an 
important part of his rations are showing him what a quick 
pick-up and gloom-chaser candy can be! 

It’s not too early to start thinking now of increased post- 
war demand — particularly as regards plant equipment. For 
when the shooting ends there’s going to be quite a rush for 
new machines. 

We have orders from forward-looking customers on our 
books right now for machines to be delivered just as soon as 
industrial machinery can again be made. 

With our wide experience in serving every branch of pack- 
aged confectionery, we can help you plan for future machine 
requirements as well as for package improvements. 

Why not write or phone our nearest office now for assist- 
ance in this important phase of your business? 


PACKAGE MACHINERY COMPANY, Springfield 7, Mass. 


NEW YORK CHICAGO CLEVELAND LOS ANGELES TORONTO 


Mexico: Agencia.Comercial Anahuac, Apartado 2303, Mexico, D.F. 
' Argentina: David H. Orton, Maipu 231, Buenos Aires 
England: Baker Perkins, Ltd., Peterborough 
Australia: Baker Perkins, Pry., Ltd., Melbourne 


PACKAGE MACHINERY PANY 
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A Good Post-War Plan Is to 
Slay im the Packaging-Quality Race 


By EDGAR P. MERCER 


Associate Editor 
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rythe author of the “Packaging, 
T Mesketing & Distribution Sec- 
tion” of Confectionery Production, 
an English publication, has this to 
say about carelessness in war-time 
packaging: 

“I have just examined a box of 
chocolates which was part of a con- 
signment from a manufacturer to a 
retailer, to be sold loose at five shill- 
ings per pound. The retailer was 
furious with indignation and, in my 
opinion, was justifiably so. 

“The contents, with which we are 
not concerned here, were an utter 
disgrace to the trade, and how they 
have been price-controlled in such a 
high category passes comprehension. 
The goods were packed in a box 
which was originally made for count 
lines in small quantities (there is no 
fault to find with this, as the box 
was of sturdy construction and was 
obviously being put to good use), 
but the manner of packing was about 
on a par with the quality and ap- 
pearance of the work. 

“Owing to the odd size of the box, 
the chocolates were packed in as far 
as they would go, and then the weight 
was taken and pencilled on the out- 
side in odd ounces. 


Will Lose A Customer 


“Surely, it is possible for any firm, 
however great its difficulties, to put 
up the lines in a self-respecting man- 
ner? The retailer in question de- 
clared that nothing on earth would 
induce any purchases from this firm 
when competition enters into the 
trade again, and no doubt, the ma- 
jority who have received similar con- 
signments feel the same.” 

The above excerpt bears out the 
opinions of Mr. Allen K. Schleicher 
in his August article and of those of 
the editors of THE. MANUFACTURING 
CONFECTIONER: in recent articles. 
Quality candy and quality packaging 
must go hand-in-hand if ‘sales resist- 
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ance is not to be encountered. It is 
barely possible that the buying pub- 
lic will accept, for a while at least, 
quality candy in poor packages or 
even poor candy in good packages, 
but when poor candy and poor pack- 
aging are combined, the results are 
as shown above: “nothing on earth 
will induce purchases from such a 
firm when competition enters the 
field again.” 

When we speak of packaging, we 
don’t refer to boxes of candy only. 
We refer to all types of candy pack- 
aging, whether it be bars, pound 
boxes or 5-10-15-25c boxes. Let’s 
examine a few of the five and ten 
cent packages and see just what we 
find. 

The first package to come: under 
our “microscope” was a five cent 
package of “Tartines,” vari-flavored 
drops including lemon, mint, and 
cherry. The drops were contained 
in a waxed paper bag inside the card- 
board box. The waxed paper had 
been torn down one side as though 
it might have been “looted” enroute 
from the factory to the time of sale. 

This package, that is, the outside 
box, was printed in black, yellow, 
orange, green and dark blue. It 
gave prominent display to the manu- 
facturer’s name as well as the prod- 
uct name. The product was illus- 
trated by a group of the drops. 
printed in color, on the outside of 
the box. However, this was a bit 
misleading, in that the shape shown 
on the box was a three-quarter inch, 
hexagonal-shaped drop, whereas the 
actual drop was rounded on one side 
and flat on the other and was about 
five-eighths of an inch in diameter. 


Focus Attention 


A large orange spot, on the field 
of blue, carried the name of the 
manufacturer and the product and 
forced your attention to that spot. 
The illustration of the drops occu- 
pied the rest of the side of the pack- 


age, thereby giving the purchaser a 
mental picture of what was within. 

The next package brought to our 
attention was one of “Rugged Candy 
Nuggets” which were packaged in a 
glassine bag closed by two wire 
staples. The contents of the bag and 
the trade name were carried by a 
folded paper that covered the glas- 
sine fold and was stapled right with 
the bag top. The heavy paper carry- 
ing the trade name and contents was 
printed in blue and white. It made 
a rather attractive, over-all appear- 
ance. 

Our third examination showed a 
five cent package of “Charms.” Each 
was individually wrapped in colorful 
waxed paper which allowed the na- 
tural colors of the candy pieces to 
show through. These pieces were 
then enclosed in a glassine bag, heat 
sealed. It made a very effective and 
attractive display for the lonely 
reaches of the candy counter. A 
square of white paper printed in red, 
carried the name of the candy plus 
the ingredients. This paper was on 
the inside of the glassine bag. 


Candy Color Aids Appearance 


A five cent package of spearmint 
leaves candy caught our attention on 
one drug store counter. The outside 
package was printed in dark green 
with lighter green, outlined letters 
displaying the word “spearmint” 
while the word “leaves” was printed 
in solid lettering but in light green. 
The rest of the printing on the pack- 
age, including the manufacturer’s 
name, and the list of ingredients was 
printed in. reverse, coming up in 
white through the dark green. It was 
quite an eye catcher among the other 
packages. 

The actual contents of the package, 
the candy spearmint leaves, were con- 
tained in a wax-paper bag inside the 
box. When the package was opened, 
the green color of the candy showed 
through the waxed paper enough to 
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PREVENT WASTE 


by safer packaging of Candies! 


It is sound economy to make certain that your candies “ride 
safely,” stay fresh and are not broken or crushed. Spoilage 
is a double thief, wasting not only the ingredients but also 


manpower. Pack your candies well—it pays. 


Check these 
Packaging 


Supplies ... 





Candy Mats 


(Flossine, Padsit, Decopad) 
Dipping Papers 
Shredded Papers 
Globular Parchment 
Glassines 

Wax Papers 


Embossed Papers 
Chocolate Dividers 


Boats and Trays 
(Plain and Printed) 


Layer Boards 

Die Cut Liners 
Partitions 
Protection Papers 


. . . And write for Samples and Prices 


George H. Sweetnam, Inc. 
282-286 Portland St., Cambridge, Mass. 


Manufacturers of Paper Products 





BUY 
BONDS 





make an interesting appearance. 

A red, white and brown package 
of “Peanut Joys” for five cents was 
another attractive package designed 
to catch the customer’s attention. The 
package was printed in a plaid de- 
signed color with the price spotted 
in the upper left hand corner of the 
box. A diagonal band of brown ran 
across each side of the box, with the 
words “Peanut Joys” appearing in 
white on the band, with an illustra- 
tion of the contents at each end of the 
band. This band is displayed on the 
four sides of the box but is diagonal 
only on the two wide sides. 


One of the most attractive of the 
groups of five cent packages which 
were examined, was the one contain- 
ing assorted “Jellies.” The package 
was printed in red, yellow, blue and 
green. A red band at the bottom 
edge of the side, carried the ingredi- 
ent list in black print. Two yellow 
triangles, one on each end of the 
package side, flanked the blue portion 
which carried the name of the prod- 
uct in a spotlight effect. 


The display of the name and price 
was very clear and concise and the 
use of the colors gave a clean, neat 
look to the box. The actual candies 
were carried in an inside bag of 
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waxed paper, which again allowed 
the color of the candy to show 
through and add to its attractiveness. 


Coated Peanuts 


The last five cent package exam- 
ined was a box about four inches 
long, one and one-half inches wide 
and three-fourths of an inch deep 
containing candy-coated peanuts. It 
was printed in an orangé and -blue 
design. The blue was in the form 
of a band around the package, both 
vertically and horizontally, giving a 
sort of “Red Cross” effect in blue. 
The name of the product and trade 


RIBBONS 4) 


ees 


NE 
a 


Ribbons dress up the candy box 
2 ee Ca out YOUR ideas with 
TAFFEL RIBBONS and you'll in- 
crease sales. Samples and prices 
on request. Send fer free instructive 
booklet. 


TAFFLEE 





TAFFEL BROS., INC. 


95 Madison Ave. New York, N. Y. 


name were carried on the blue band. 
It was immediately evident as to 
what the contents were because the 
words “chocolate covered peanuts” 
stood out in bold relief on the box. 

A package of ten cent peppermint 
“pillows” was the next one on the 
list. This package, eight inches deep 
and three inches wide, was made of 
glassine and showed the red and 
white peppermint “pillows” inside to 
fine advantage, making a colorful 
display without the use of colored 
printing. The bag was closed with a 
folded, light, pasteboard top clamped 
over the folded glassine top of the 
bag. The whole was stapled shut with 
one wire staple. The folded covering 
pasteboard was printed in yellow and 
maroon which made the name of the 
product, the manufacturer and the 
ingredients stand out to good ad- 
vantage, yet took nothing away from 
the appearance of the bag as a whole. 
In fact, the covering enhanced the 
appearance of the bag. 

These packages, as displayed on 
the candy stand, weren’t confined 
just to the peppermint candy but 
were made up containing pepper- 
mint, spearmint, and various other 
kinds of candy in a variety of colors. 

On the whole, we are glad to find 
that it is rather hard to discover a 
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Ricut behind our soldiers with field rations in their duffle, come the landing 
barges with food and more food. And after them, a steady stream of food for both 
conquerors and the conquered, thousands of miles away from its source. 


It has required the biggest production and development job the packaging 
industry ever tackled. Manufacturers of paper, folding boxes, cellophane, foil, 
glass, bags, barrels and every other possible product and material have cooper- 
ated fully and worked hard. 


Riegel’s protective packaging papers have contributed their full share in this 
effort. In the meantime it has become even more important to preserve and pro- 
tect the foods used at home. For this purpose, many remarkable food packages 
have been developed with materials that are still unrestricted. 


Although our papers are no longer generally obtainable, we hope that we may 
soon have the opportunity of serving in your peace-time efforts. Meanwhile, if you 
have a protective packaging problem, we will always be glad to help you find a satis- 
factory substitute elsewhere in the industry. 


RIEGEL PAPER CORPORATION 


342 MADISON AVENUE - NEW YORK NEW YORK 


Jor September, 1943 








CANDY TIED WITH 
Means 


I1BBONS ——More Sales 


We have largest stock in the 
Middle West 


Satin — Messaline—Tinsel—- 
Novelty Ribbons—Rib-O-Nit 
—Ready -Made Bows—and 





Rosettes. 


Immediate Delivery 


R.C. Tart Co. 


429 W. RANDOLPH 87. CHICAGO 








package on the stands that isn’t fair- 
ly attractive. Naturally, with substi- 
tutions of packaging materials being 
made necessary, it is important to 
fall back on something to take its 
place that is attractive. 

In all of the cases, we have men- 
tioned earlier, the packages were 
ones that gave a good account of 
themselves on the stands. We picked 
them at random as we looked over 
the displays and took those that 
caught our eye the most easily. 

When we compare these packages 
with the mental picture conjured up 
by the description of the shipment 
of candy given in the British maga- 











zine as reprinted at the start of this 
article, we can easily see what an 
important thing proper packaging is 
in maintaining good will among your 
future customers, the civilian popu- 
lation. 


Can’t Cheat Customers 


You can’t cheat on them if you 
want to hold their goodwill. We 
might add that two of the packages 
described here contained candy that 
didn’t come up to the quality that 
could have been expected of it. How- 
ever, the packages were up to the 
rest in appearance and caused us to 
purchase them. 

It would have been much more de- 
sirable, had the candy in these two 
packages been up to the standard 
of the rest, but it was much better 
to find an attractive package contain- 
ing candy “not quite so good” as it 
would have been to find the same 
candy in a poor package. That com- 
bination would have clinched the 
sales resistance to those two brands. 
As it is, we may purchase more in 
the future, although, it is only natu- 
ral that the combination of good 
candy and good packaging will re- 
ceive our attention first. 

Don’t give your customers a chance 
to say: “I'll never again, regardless 
of inducements, purc hase candy from 





RIBBON SPECIALISTS 


Large Range of Ribbons 
For Candy Packages 


Gauze Ribbons—Satin and 
Novelty Effects—Ribbonzene 
and Patriotic Ribbons 


“Where quality merchandise 
Costs no more" 


W-E-R RIBBON CORP. 


440 Fourth Avenue New York, N. Y. 





that company when competitive ac- 
tion again enters the field.” 

Make them say: “What a buy! 
From now on I’m a steady customer 
of yours, now and after the war. We 
can sell your kind of candy!” 

Consumer goodwill is a_ fickle 
thing. It’s hard to get, hard to hold, 
easy to lose, and extra-hard to re- 
gain. So, don’t take chances with it 
now. While you have consumer good- 
will hang on to it. What you don’t 
have now, be ready to get after the 
war by building up an invincible 
reputation for quality candy and 
quality presentation. It will mean 
money in your cash box. 














ALWAYS 
DEPENDABLE 


REPRINTS OF ARTICLES 


Reprints are available of a number of articles which have ap- 


peared in THe MANUFACTURING CONFECTIONER. 
a large portion of the current literature of the Industry. 
manufacturers find them suitable to accompany sales messages 
and also to add to their library of information on the candy 





They compose 
Many 


and chocolate industries. 


Now available are the following: 


Improved Methods in the Manufacture of Fondant Goods 


By H. S. Paine and J. Hamilton, Carbohydrate Lab- 
oratory, Bureau of Chemistry, U. S. Dept. of Agriculture 20c 








IDEAL 


MACHINES 


ndable and economical. The 
— MODEL wraps 160 








WRAPPING 


The satisfaction of KNOWING 
that their wrapping machines 
will give EFFICIENT, UNIN- gpaee por minute; new HIGH 
TERRUPTED SERVICE AT ALL PEED SPECIAL MODEL wraps 
TIMES is just one reason why 325 to 425 pieces per minute. 
candy manufacturers the world 


over prefer IDEAL Equipment. Both machines are bullt for the 
These machines, suitable for most exacting requirements 
both large and small manufac- and carry our unqualified 
turers, are fast, always de- guarantee. 


Write For Complete Specifications and Prices 


IDEAL WRAPPING MACHINE CO. 


EST. 1906 


MIDDLETOWN, N. Y. > <«-. 8 U. s. A. 
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The Purpose of Conching Chocolate 


By Robert Whymper and Charles Shillaber .......... 20c 
Fat or Lean Coatings? 

Pn, Ms. i. ccseckcrensenuneussdedans sade 10c 
Candy Maker’s Place in Manufacturing for Retail 

Se 2h, SO by cans beeeeneseeusensesseene 10c 


Vitamins in Confectionery 
et EG i Eg cco ccceccdesbanensespenesie 20c 


THE MANUFACTURING CONFECTIONER 


400 West Madison St. Chicago 6, Illinois 
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Glue and Gelatine (A Book-Review) 


By Paul I, Smith, published by Chemical Publishing Co.., 


Brooklyn, N. Y., Price: 3.75. 


This new book will prove a useful addition to the 
technical library as it caters, on broad lines, to all 
branches of the industry, raw materials, manufacture and 
application. The greatest importance is now attached to 
the glue and gelatine industry which, department as it is 
on the by-products of the hide and skin allied trades. 
supplies so many industries with materials necessary for 


the production of a wide range of products. 





Lead Poisoning in Packaging 


The publication of a “Bibliography and Survey on 
Lead Poisoning, with Particular Reference to Packaging,” 
by Florence A. Brous, B.A., M. Sc., was announced re- 
cently by Packaging Institute, Inc. This book was pre- 
pared under the direction of Miss W. M. Randall, li- 


brarian, Colgate-Palmolive-Peet Co. The book contains 
a survey on lead poisoning, including a review of the 
symptoms, methods of treatment, and lead intake re- 
quired to produce toxic manifestations. The book has 


particular interest to the food, drug and cosmetic in- 


dustries. 


Raft Ration 


A new type of life raft ration can for the Army air 
forces is this one made and packed by Continental Can 
Co. It consists of a six-pound oblong key-opening meat 
can cut down to the size and shape required for rolling 
up inside of rubber life rafts. Each ration can contains 
12 packages of Charms, six of P-K’s and a supply of 


C and B vitamins. 


Empire Celebrates 40th Anniversary 


Empire Box Corporation, Chicago, is celebrating its 
fortieth antiversary this year by sending out a series 
of artistic etchings of scenes in 1903, the year of the com- 


pany’s establishment. 


LA LS ec SESSA 





CONFECTIONERY BROKERS 


DONALD A. IKELER 
2029 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 


H. L. BLACKWELL COMPANY 
Emery Way at Sunset Drive 
EL PASO, TEXAS 
Territory: Texas, New Mexico 
and Arizona 





JOHN T. BOND & ASSOCIATES 
637 S. Wilton Place 
Phone: Federal 6028 
LOS ANGELES, CALIF. 
Territory: Pacific Coast 








HARRY LYNN 


Candy Manufacturers Representative 


1511 Hyde Park Blvd. 
CHICAGO, ILL. 
Territory: Chicago and Milwaukee Areas 
Illinois, Indiana, Southern Wisconsin 





LL ALL 
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WEIGHERS—FILLERS—CARTON 





..- to do your packaging 


It's pretty hard to find human 
fingers to do the work today, but 
Triangle Elec-Tri-Pak Vibratory Feed 
Weighers are ready to package all 
kinds of candies, marshmallows, etc., 
in cans, cartons, bags or bottles. The 
electric fingers of the Elec-Tri-Pak 
handle your product gently, weigh it 
carefully to fraction-of-an-ounce ac- 
curacy and save you time, money 
and headaches. Users report labor 
savings as high as 60%; space sav- 
ing of 1/3 and more, and many other 
benefits. 

A complete range of models is 
available to meet any requirements. 
For high speed and continuous pro- 
duction, completely automatic Elec- 
Tri-Line Systems are available. 

For full details, write explaining 
your needs. 


WRITE FOR BULLETIN 






927 NO. SPAULDING ENUE. CHICAGO 


BRANCHES IN Premeenes CITIES 


Illustration above shows Elec-Tri-Pak 
at Jewel Tea Co. packaging candies 


SEALERS 
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Protected by 


Candy brings 
Energy to our 
Fighting Forces 


U. S. Army field rations are 
scientifically designed by ex- 
perts to provide maximum 
energy in minimum space. 
Candy isa component of these 
kits—proof of its highly con- 
centrated, strength-sustain- 
ing food values. 


Experts also designed the 
packaging of those field ra- 
tion components to secure the 
best protection of their flavor 
and freshness under the se- 
vere conditions of war. The 
wide use of Du Pont Cello- 
phane for wrapping candy 
components is testimony to 
the unusually high moisture 
protection it provides—in hu- 
mid jungle or arid desert. 


This same protection is 
given by Cellophane to candy 
for civilian use . . . to keep 
its freshness and quality at a 
high point. E. I. du Pont de 
Nemours & Co. (Inc.), Cello- 
phane Division, Wilmington 
98, Delaware. 








BACK THE ATTACK WITH WAR BONDS 





(ellophane 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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MACHINERY FOR SALE 


EQUIPMENT FOR SALE: 1 Na- 
tional Equipment fully ‘automatic 
wood mogul, reconditioned in 1941 by. 
Savage Brothers, and used only a few 
months since, 20 pump depositor, mo- 
tor driven; 1 National Equipment 
marshmallow beater, belt drive; and 1 
Brach Cutter, with stand, with motor 
drive, less motor. Address H-8431, c/o 
THE MANUFACTURING CONFECTIONER, 
400 West Madison St., Chicago, III. 








FOR SALE: Two 6 ft. Yorke Batch 

Rollers, One Heater Board, and One 
Hildreth Twin Puller Form 6, Style R. 
Address The Bailey Manufacturing 
Co., Oklahoma City, Okla. 


MISCELLANEOUS 


MACHINERY WANTED 





WILL BE GLAD TO CONSIDER 

AN INTEREST in a substantially 
sound factory in the middle west. 
Small or medium size. I know my 
plan of operation and distribution will 
realize more profit per pound. Address 
F-6433, c/o THE MANUFACTURING 
ConFECTIONER, 400 W. Madison St., 
Chicago, Il. 





WANTED—Job Lots—Corn Syrup, 

Other Syrups, Nuts, Fruits, Albu- 
men, Cellophane, Miscellaneous Sup- 
plies. Highest Cash. Cramer, Box 644. 
Frederick, Md. 








MACHINERY WANTED 








FOR SALE: 1 Package Machinery 
Sucker Wrapper; 1 Each Package 
Machinery Model K and KD Kiss 
Machines, with motors; 2 Hildreth 
Pulling Machines, No. 6, double arm, 
200-lb. capacity, motor driven, and 2 
Hildreth Pulling Machines, display 
models, 10 to 25 Ib. capacity ; 3 Amer- 
ican Candy Pullers, factory sizes, 
100-Ib. capacity. Address C-3437, c/o 
THE MANUFACTURING CONFECTIONER, 
400 W. Madison St., Chicago, Ill. 





MISCELLANEOUS 








WANTED: Cherry Wrapper stock 

for one pound boxes. Address 
1-9438, c/o THE MANUFACTURING 
CONFECTIONER, 400 West Madison St., 
Chicago, III. 





A SMALL combination manufactur- 

ing wholesaler and retail store in a 
defense area of 200,000. Only exclu- 
sive candy manufacturer in town. Fully 
equipped, includes sugar and choco- 
late quota. Established 12 years. If 
you know the business, real money can 
be made. Owner wishes to leave town. 
Reasonably priced. Address G-7439, 
c/o THe MANUFACTWRING CONFEC- 
TIONER, 400 West Madison St., Chi- 
cago, III, 








BLANK PUNCH BOARDS—from 

600 to 1500 size. State quantity and 
price. Address: Post Office Box 860, 
New Orleans, La. 


for September, 1943 


EQUIPMENT WANTED! 


You can perform a war time 
service by putting every idle 
machine back to work! We have 
jobs for idle equipment in plants 
doing war work. Wire collect 
what you can offer. 


UNION STANDARD 
EQUIPMENT CO. 





318 Lafayette St., New York, N. Y. 








WANTED: 38” or 42” Copper Re- 

volving Pan with steam coils and ribs 
with or without motor. Address I-9431, 
c/o THE MANUFACTURING CONFEC- 
TIONER, 400 W. Madison St., Chi- 


cago, Illinois. 


WANTED: One 32” chocolate en- 
rober complete with tunnel, coils, 
feeding and wrapping table by manu- 
facturer. Address 1-9432, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago, Illinois. 


WANTED: One double depositor to 

deposit two kinds of candy side by 
side, simultaneously, in one mold. 
Twenty pump bar preferred. Give full 
description, make, and price in origi- 
nal letter. Address I-9434, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago, Ill. 


MACHINERY WANTED: Fully 

automatic steel mogul wanted. State 
when purchased and lowest cash price. 
Address H-8433, c/o THE MANUFAC- 
TURING CONFECTIONER, 400 West 
Madison St., Chicago, III. 














WANTED: Will pay cash for Sim- 

plex Vacuum Cooker, Gas or Steam, 
York Batch Roller, Drop Roller Ma- 
chine or Ball Machine. Must be good 
condition. Send particulars. Address 
1-9436, c/o THe MANUFACTURING 
CoNFECTIONER, 400 W. Madison St., 
Chicago, Illinois. 





MACHINERY WANTED: Model M 

Dye Pop Machine wanted. State 
when purchased and lowest cash price. 
Address H-8432, c/o THE MANUFAC- 
TURING CONFECTIONER, 400 West 
Madison St., Chicago, III. 
Bauer Split Nut and Bauer Whole Nut 
Blanching Machines. Will pay good 
price, please send complete description, 
condition of machine, lowest cash price, 
and manufacturers catalog illustration 
if possible, in first letter. Address 
1-9439, c/o THE MANUFACTURING 
CoNnFECTIONER, 400 West Madison St., 
Chicago, Illinois. 


WANTED: 


Racine, quick-change 
caramel cutter. Address H-8434, 


THE MANUFACTURING CONFECTIONER, 
400 West Madison St., Chicago, IIl. 


Rost or Baker Perkins Hard Candy 
Cooker. Baker Perkins Cutting & 
Wrapping Machine. Forgrove Wrap- 
ping Machine, Rose Wrapping Ma- 
chine, Rost Plastic Machine, Hohberg- 
er Ball Machine. Address G-7438, c/o 
THE MANUFACTURING CONFECTIONER, 
400 W. Madison St., Chicago, III. 





Machinery Wanted—A starch cooler 

and dryer. Address E-54317, c/o 
THE MANUFACTURING CONFECTIONER, 
400 W. Madison St., Chicago, II. 


CUT ROLL MACHINE for mak- 

ing Hand Roll Centers. Must be in 
good condition. Advise best price. Ad- 
dress 6434, c/o THE MANUFACTURING 
CONFECTIONER, 400 W. Madison St., 
Chicago, II. 








WANTED: A cream beater, about 100 

gallon capacity. Address E-54313, c/o 
THE MANUFACTURING CONFECTIONER, 
400 W. Madison St., Chicago, Illinois. 
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MACHINERY WANTED 





Wanted to purchase for cash the follow- 
ing equipment: Automatic Nougat 
Cutter, 50 Gal. Double-action Tilting 
Steam Kettle, Motor driven, Enrober 
16”, Two-way Caramel Cutter, Nougat 
Beater, and Aluminum Molds. Give 
full details, price, and where equip- 
ment may be inspected. Interested only 
in new type equipment in A-1 condi- 
tion. Address E-54314, c/o THE Man- 
UFACTURING CONFECTIONER, 400 W. 
Madison St., Chicago, Illinois. 





Machinery wanted by manufacturer: 

Hildreth Motor-Driven Form 6 
Puller ; Simplex Vacuum Cooker with 
Extra Kettle; Brach Cutting Machine 
with Complete Set of Rolls for Hard 
Candy, and with Tunnel ; Batch Warm- 
ers. Prefer location on West Coast. 
Please give full description of condi- 
tion. Price wanted. Address E-5431. 
c/o THE MANUFACTURING CONFEC- 
TIONER, 400 W. Madison St., Chicago, 
Illinois. 


WANTED — Fire Mixers, either 

Model K or S, also Simplex Vacuum 
Cooker. Advise condition and price to 
Box 94310, MANUFACTURING CONFEC- 
TIONER. 


MACHINERY WANTED: 1 Model 

















HELP WANTED 





SUPERINTENDENT: Must be 

practical man capable of making and 
teaching others how to make our prod- 
ucts—Pan Work, Caramels, Gums, 
Jellies, Creams, Chocolate Covered 
Goods. Must also be able to improve 
present production set-up and handle 
personnel. Due to prospective retire- 
ment of present superintendent a good, 
permanent position is open for right 
man. Apply by letter only, giving full 
particulars about past experience, when 
available and salary expected, to H. A. 
Winterknight, Jr., c/o American Cara- 
mel Company, Lancaster, Pa. 


OLD ESTABLISHED Chicago con- 

cern has permanent job for hard 
candy maker. One who understands 
open fire work. 40 hours per week at 
82c per hour. All the overtime you 
want at $1.23 per hour. No layoff, we 
operate 12 months in year. Also need 
Pan Man on same basic pay rate. State 
experience, age, etc. Address I-9435, 
c/o THE MANUFACTURING CONFEC- 
TIONER, 400 W. Madison St., Chicago, 
Illinois. 











HELP WANTED: Enrober man cap- 
able of handling three enrobers. The 
position is steady and will continue so 
after the war. Address H-8435, c/o 
THE MANUFACTURING CONFECTIONER, 














HELP WANTED 





WANTED: By well known concern, 

man with practical candy making 
experience and some engineering abil- 
ity who can take charge of new plant 
layouts and modernization plans for 
small and medium size candy plants. 
Wonderful opportunity for right man. 
Address G-7433, c/o THE MANUFAc- 
TURING CONFECTIONER, 400 W. Madi- 
son St., Chicago, II. 





WORKING SUPERINTENDENT 

for middle-sized high-class plant in 
New York City, manufacturing hard 
candies and chocolates. Steady em- 
ployment, adequate salary with assured 
advancement for qualified man. Write 
full details. Address F-6432, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago, III. 





ENROBER MAN, steady job in New 

York. Give full details regarding ex- 
perience, salary expected, age, in first 
letter. Address, F-6437, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago, III. 


SUPERINTENDENT WANTED— 














K.D. Kiss Machine. Address E- 400 West Madison St., Chicago, III. F derate sized manufacturin 
54316, c/o THE MANUFACTURING . — > | ag “" ye by “Thie oy via ( 
CONFECTIONER, 400 W. Madison St HELP W ANTED ; 2 Chocolate dip- Pat © ‘tio 4 ~ did < 0r- 
Chi Ml bi pers for hand dipping. Excellent sal- nent — — SS eee "i PI t P 
eae ay Seedy employment for the year funy fr the Gright man ew | 
MACHINERY WANTED: UR. oval For dure, dais address aking production and bor manage 
GENTLY WANTED: Copper Washington Ave., South Bend, Ind. ‘ment, and equipment. Good salary. f 
Coating Pans and Vacuum Pans ; Tab- aceon . ; Write full details, state qualifications 
let Machines; Dryers and Mixers; HELP WANTED: Man experienced and experience. Address G-7437, c/o . 
Jacketed Copper and Aluminum Ket- in the manufacture of hard candy, =—THE MANUFACTURING CONFECTIONER, r 
tles. Describe fully and quote prices. who would be willing to travel out of 400 W. Madison St., Chicago, III. } 
Address A-1433, c/o THE MANuFAc- the country, to operate complete plant. pe \ 
TURING CONFECTIONER, 400 West Address H-8436 c/o THE MANUFAC- 
Madison Street, Chicago, III. TURING CONFECTIONER, 400 West We are looking for a working Super- “a 
WA Madison St., Chicago, Ill. intendent who is now working but F 
NTED: Steel or wood moguls, : : : 
automatic ball machines, and starch CANDY MAKER—NEW PROD- feels he is not recognized or paid on 
dryers. Interested in modern equip- UCTS DEVELOPMENT: Wanted _ the basis of his ability and services. We cl 
ment in good operating condition. Give experienced candy maker with ex- are prepared to pay you well and have fi 
full details, price, and where equip- perimental temperament, to develop you part. of a substantial firm located st 
ment may be inspected. Will pay cash new products using new ingredients. 5, Western Penn. Write giving age 1 
and remove immediately. Address State age, experience, education and . x 
C-3436, c/o THe MANUFACTURING salary. Address G-7432, c/o Tue nd experience. Address F-6435, c/o F 
ConFECTIONER, 400 W. Madison St., MANUFACTURING CoNFECTIONER, 400 THE MANUFACTURING CONFECTIONER, C 
Chicago, IIl. W. Madison St., Chicago, III. 400 W. Madison St., Chicago, II. C 
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POSITIONS WANTED 





FIRST CLASS all around retail can- 

dy maker desires change. Clean and 
fast worker for small wholesale shop. 
Knows moguls, Racine depositors, cut- 
ters, wrapping machines, slab work. 
Above draft age. Real producer and I 
don’t offer excuses. Available at once. 
Address I-9433, c/o THE MANUFAC- 
TURING CONFECTIONER, 400 W. Madi- 
son St., Chicago, IIl. 





Superintendent or Ass’t. Supt. for big 

or small plant. Capable to produce 
highest quailty of candies. With 20 
years experience of general line manu- 
facture of candy. Specialized for Fond- 
ant, Center cream. Hard center, Cast- 
ing caramels, Gum and Jellies, Fudge, 
Marshmallow. Hand rolls center, and 
all casting candy, including 5c bars. 
Have own formulas, and able to bring 
new idea to producing quality at mini- 
mum cost, with steel mogul, and mod- 
ern equipment. I have also experience 
in speeding up the production and can 
control the helper. Living in Illinois. 
Best reference. Draft Exempt. Posi- 
tion must be steady. Address I-9437 
c/o THE MANUFACTURING CONFEC- 
_ 400 W. Madison St., Chicago, 





CHIEF Chemist, superintendent, bio- 

chemist, bacteriologist, licensed milk 
analyst. American Chemical Society 
member with experience in all types of 
candy, ice cream, flavors and packaging 
products, plant management, person- 
nel, and costs. Successful research 
record. Address H-8438, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago, Ill. 








FACTORY SUPT.—Wishes to make 

change. All around candy maker 
Competent to assume full responsibility 
for your plant. Now using numerous 
substitute materials in a satisfactory 
manner. Prefer a mid-west concern 
making bar and bulk items. Address 


H-8437, c/o THE MANUFACTURING 
ConrEcTIONER, 400 W. Madison St., 
Chicago, Ill. 





for September, 1943 


A-1 CHOCOLATE COATING 
SALESMAN Executive Type, out- 
standing record; excellent following 
among all users of coatings, liquors, 
cocoa, cocoa butter, in Chicago and 
Middle West. 17 years one firm. Best 
of references. Address H-8439, c/o 
THE MANUFACTURING CONFECTIONER, 
400 W. Madison St., Chicago, Ill. 





SUPT., ASS’T., or FOREMAN by a 

practical candy maker who has had 
over 32 years of broad experience in 
hard candy, creams, gums, jellies, 
marshmallow, pan work, and_ solid 
chocolate, both cheap and high grade 
goods; who understands costs thor- 
oughly and all types of machinery and 
knows how to handle help to get the 
best results. Age 46, married, doesn’t 
drink. Would like to make a change 
by Aug. Ist or sooner. Address G-7435, 
c/o THE MANUFACTURING CONFEC- 
TIONER, 400 W. Madison St., Chicago, 
Til. 





FIRST CLASS all around retail can- 

dy maker desires change. Strictly 
sober, married, age 50, exempt from 
military service. Clean and conscien- 
tious workman. Thoroughly experi- 
enced on a diversified line of goods for 
the better retail trade. Chocolate cen- 
ters of all descriptions, bon bons, cara- 
mels, patties, jellies, brittles, toffees, 
fudges, divinity, plain hard candies, 
chews and kisses, counter goods, spe- 
cials, etc. Job must be worth $75 or 
more per week and steady. Available 
in 30, 60, or 90 days. If you need good, 
reliable and efficient help, please contact 
me at once. References, details, ad- 
dress G-7434, c/oTHE MANUFACTUR- 
ING CONFECTIONER, 400 W. Madison 
St., Chicago, III. 





A superintendent with a sound train- 
ing and background as a practical and 
technical candy man wishes position. 
Knows this business, both production 
and administration ends. Good con- 
nection, moderate salary desired. Ad- 
dress F-6431, c/o THE MANuFAc- 
TURING CONFECTIONER, 400 W. Madi- 
son St., Chicago, III. 


POSITION WANTED 








SUPERINTENDENT: An able man, 

with a background, that embraces 
the training necessary, to successfully 
cope with all the phases of production 
and its problems. An executive and a 
practical candy maker, that has con- 
sidered and applied in detail the relative 
factors and affiliations of all raw ma- 
terials and their composite values, to 
operating costs and quality standards, 
up to the point of consumer require- 
ments. Has the tact and experience to 
intelligently accept orders and to train 
and direct plant personnel, in accord- 
ance with present and future labor re- 
quirements ; to create interest and good 
performance among employees. Appre- 
ciates the value of equipment care and 
its capacity. Fully experienced with 
package goods, general lines, bars, 
specialties and chocolate coatings. Good 
records available. Interesting connec- 
tion with moderate salary, desired. Cor- 
respondence accepted in strict trust. 
Address E-5433, c/o THE MANUFAC- 
TURING CONFECTIONER, 400 W. Madi- 
son St., Chicago, Illinois. 





WANTED—Position as foreman or 

superintendent. Prefer midwest. 
Thoroughly experienced in general line 
and bar goods. Can furnish good refer- 
ences. Available at once. Address 
E-54312, c/o [THE MANUFACTURING 
CONFECTIONER, 400 W. Madison St., 
Chicago, IIl. 





SALES REPRESENTATIVE 





DO YOU HAVE PRODUCTS for 

candy manufacturers? I will guar- 
antee volume of sales and can render 
service for the product. Long experi- 
ence in the candy industry and large 
following. Located in Chicago. G-7436, 
c/o THE MANUFACTURING CONFEC- 
TIONER, 400 W. Madison St., Chicago, 
Til. 





Jobber calling on stores, manufacturing 

plants, etc. specializing on fairs, cele- 
brations, wishes additional lines of 
penny, bar, package goods, nuts, potato 
chips, pop corn, caramel corn, novel- 
ties, and kindred lines. Strictly cash. 
Address William J. Vance, P.O. Box 
6609, Pittsburgh, Pa. 
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36-14 35th STREET 





for Coconut? 


Our Coconut Flavor No. 7 would almost 
deceive the palm itself. Astonishingly 
like the coconut itself in taste and 
aroma, it will give your confection just 
what it needs in the absence of the 


genuine article. 


Sample ... ? Why certainly! 


FINE NATURAL FLAVORS 
AND IMITATION FLAVORS 


* 


POLAKS 


* 
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The Facts About 
Lemon Oil Supplies 


Reports have been circulated regard- 
ing possible shortage of lemon oil in 


this country. 


The truth is that larger quantities have 
been delivered for commercial pur- 
poses this year than ever before, and 
sufficient oil is being shipped from 
California to meet every legitimate 
user’s need. 


The Exchange group has never yet 


failed to complete a contract for oil. 
Its grower-owners expect to continue 
to meet all legitimate orders for the 


world’s finest lemon oil. 


vd 


Sold to the American Market exclusively by 


DODGE & OLCOTT COMPANY 


180 Varick Street, New York, N. Y. 


FRITZSCHE BROTHERS, INC. 


76 Ninth Avenve, New York, N. Y. 


. 


Distributors for: CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: Exchange Lemon Products Co., Corona, California 


Copyright 1943, California Fruit Growers Exchange, Products Dept. 





TIME-HONORED PRODUCTS 


CORN SYRUP UNMIXED 
CONFECTIONERS’ STARCHES 
DEXTROSE (REFINED CORN SUGAR) 


QUALITY 
UNIFORMITY 
DEPENDABILITY 





OUR SERVICE DEPARTMENT 
WILL BE GLAD TO HELP YOU 
WITH YOUR TECHNICAL 
PROBLEMS. 











CLINTON COMPANY 


CLINTON, IOWA 


* For Victory * 
BUY UNITED STATES WAR SAVINGS BONDS 





